Nielsen Loses 
Rating Service 
Fight in Britain 


Lonpon, Feb. 1—To the chagrin 
and amazement of A. C. Nielsen 
Co., Television Audience Measure- 
ment Ltd. (TAM) this week was 
offered a five-year contract for the 
supply of audience research data to 
British commercial television. 

TAM is the British research out- 
fit which bested Nielsen last year, 
when the first one-year contract 
was awarded. 

The decision to renew with TAM, 
announced Tuesday, came as a 
shock to the Nielsen organization 
here. Graham Dowson, director of 
Nielsen’s television service, told 
ADVERTISING AGE today that he is 
“completely bewildered” by the de- 
cision. 

Mr. Dowson charged that the de- 
cision, if accepted, would saddle the 
industry with a monopoly and ex- 
tra charges exceeding $500,000. He 
claimed that TAM overbid Nielsen 
by 57%. 


® Mr. Dowson added that until all 
the facts are examined all interests 
“would best be served if the pro- 
posed contract is not ratified.” 
Nielsen and TAM have been at 
loggerheads ever since both bid for 
the important all-industry contract 
last year (AA, Jan. 14). Nielsen 
has been offering the Nielsen Tele- 
vision Index service it provides in 
the U.S. TAM service is based on 
the Tammeter, an electromechani- 
cal clock attached to television 


(Continued on Page 83) ‘advertising funds. . 


Independent TV Producers Forced to Curb 
Films, KTTV’s Moore Tells Senate Group 


WASHINGTON, Jan. 31—As con- 
gressional committees faced the 
job of drafting reports on their in- | 


Buick Advertises | 
Price Again after | 
Year of ‘Cooling’ | 


Derrorrt, Jan. 31—Buick division | 
of General Motors Corp. has re- 
turned to price advertising after a 
year’s lapse to “let things cool 
down.” 

The new price campaign, now | 
under way in 3,800 daily and| 
weekly newspapers, features one 
price figure—$2,595.83, which is 
the “manufacturer’s suggested 
price” for a two-door Special se- 
dan. It includes such relative con- |? 
stants as federal excise tax and | 
delivery and handling charges, but | 
it does not cover items which vary | 
from area to area—such as state| ymap—Box score checks are fea- 
and local taxes, optional equip-| tured in this Van Heusen shirt ad 
ment and transportation charges. | for Phillips-Jones Corp. The ad is 


“Nothing's in the same league with “Box Score Checks 
otmeVAN HEUSEN 


When Buick dropped price ad-| 
vertising a year ago it was quoting 
an f.o.b. price applicable to its 
home town, Flint, Mich‘: 


e A Buick spokesman told ApvER- 
TISING AGE that all auto companies 
dropped price advertising in the 
spring of 1956, when price slashing 
became so general that quoted 
prices only confused the customer 
and in some cases actually hurt 
the dealer. He said prices were 
dropped then at the request of the 
dealers. 

“We dropped price advertising 
at that time because of the many 
so-called price packages and fast 
discounting,” he said. “The price 
then meant little or nothing.” 

The Buick official denied that 
the return to price advertising 
was connected in any way with 
the industry’s recent abandonment 
of dealer contributions to co-op 


committee has also started work 
on its report. 


vestigations of tv networks, the # In a 67-page document devoted 
station which triggered much of| to testimony which was given to 
the fuss filed three statements re- | the committee by presidents of the 


iterating its demand for action to 
curb option time and eliminate 
“must buy.” 

In rebuttal statements filed with 
the Senate committee on interstate 
and foreign commerce, 
Moore of KTTV, Los Angeles, said | 
subsequent events established the 
accuracy of his prediction that in- 
dependent programmers would be 
forced to curtail the amount of 


new syndicated feature material | 


offered directly to stations. 

In separate legal briefs he ar- 
gued that network lawyers failed 
to refute his contention that “op- 
tion time” and “must buy” violate 
anti-trust principles spelled out by 
the Supreme Court in the motion 
picture “block booking” cases. 


s His documents were submitted 
as the staff of the committee 
pushed ahead on three separate 
reports covering tv investigations | 
conducted by the committee dur- 
ing the past year. The first report, 
confined to toll tv, is near comple- 
tion. The second, on the monopoly 
phase of the investigation, is to fol- 
low soon afterward. A third report, 
on the uhf problem, is contemplat- 
ed but may be withheld for some 
time. The House anti-monopoly ' 


Richard | 


|offered for network release in 


three networks, Mr. Moore said 
network control over prime time 
has proven to be such a hardship 
to film producers that only a hand- 
ful of new features are being of- 
fered to stations this year. 

His compan y-by-company 
breakdowns argued: 

Screen Gems—All 1956 produc- 
tion for network distribution, with 
no new series for syndication. 


National Telefilms Associates— 
“Sheriff of Cochise” the only new 
series for syndication, plus a se- 
ries of 39 half-hour programs orig- 
inally produced for British tv. 


Television Programs of America 
—No new programs for syndication 
in 1956, with production of five 
prior series discontinued. One new 
series contemplated for 1957. 

“Lassie” and “Captain Gallant” 


1956. 


Hal Roach—“Code 3” is only 
new program being syndicated in 
1956, with “Oh Susanna” and “Tel- 
ephone Time” introduced via net- 
work. 


Ziv—One new offering com- 
pared with three in previous years. 


scheduled for the March 30 Satur- 
day Evening Post. (Story on Page 
86.) 


Political Gifts by 
Admen Were 100% 
GOP, Senate Finds 


$33,185,725 Spending 
‘Not Appreciably’ More 
Than ‘52, Report Says 


WasHINGcToN, Feb. 1—The 1956 
national political campaigns were 
waged at a total cost of $33,185,725, 
according to a massive report com- 
piled for issuance this weekend by 
the Senate subcommittee on privi- 
leges and elections. 

Spending on behalf of the Re- 
publicans was $20,685,387, the 
committee reports; for the Demo- 
crats it was $10,977,790. Additional 
spending, which brought the total 
figure to $33,185,725, was by labor 
and miscellaneous groups for 
“friends of labor,” etc. 

The majority report of the sub- 
committee deplores its finding that 
almost all political contributions by 
businesses were to the Republicans 
and almost all from labor went to 


ae, =. 
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‘Simply a Matter of Numbers’... 


| 


McCann Billings Rose 
to $200,000,000 Under 
Mr. Foote’s Direction 


New York, Feb. 1—Emerson 
Foote, whose name is on the door 
at one of the six largest agencies in 
the U. S., and whose new business 
talents were a major factor in the 
meteoric rise of McCann-Erickson, 


Senate to Probe U.S. 
Interests in Canadian 
Newsprint Companies 


WASHINGTON, Jan. 31—Sen. 
Charles Potter (R., Mich.) re- 
vealed today that American inves- 
tors in Canadian newsprint prop- 
erties will be called before the 
Senate commerce committee next 
month in an effort to pinpoint re- 
sponsibilities for recent increases 
in newsprint prices. 

In a speech before the Senate 
he conceded that investigations of 
price fixing in the newsprint in- 
dustry have foundered in the past 
because over 75% of the newsprint 
used in this country is produced 
by Canadian companies. 

While Canada has adopted spe- 
cial legislation to prevent the fi- 
nancial records of its newsprint 
firms from coming under the jur- 
isdiction of U. S. investigators, 
Sen. Potter said American in- 
terests currently control at least 
30% of Canada’s newsprint indus- 
try, and 40% of total North Amer- 
ican newsprint capacity. 


s “I shall propose to the chair- 
man of the interstate and foreign 
commerce committee that Ameri- 
can holders of these interests be 
brought before our committee so 
that we may study company op- 
erations exhaustively,” he said. 

“I shall further propose that the 
Federal Trade Commission, De- 
partment of Justice and represen- 


(Continued on Page 86) 


the Democrats. A minority view 
(Continued on Page 4) 


tatives of the American publish- 
(Continued on Page 83) 


Last Minute News Flashes 


Calkins & Holden Gets Tangee Cosmetics 

New York, Feb. 1—George W. Luft Co., Long Island City, N. Y., 
manufacturer of Tangee cosmetics, has named Calkins & Holden as its 
agency. Robert Otto & Co. continues to handle export advertising. The 
account is estimated to be billing $250,000 annually. The previous 
agency was Warwick & Legler. 


Fox Head Brewing Co. Names Schram Advertising 

WAUKESHA, Wis., Feb. 1—Fox Head Brewing Co. has named Schram 
Advertising Co., Chicago, to handle advertising for its Fox DeLuxe and 
Fox Head “400” beers, effective immediately. Sorenson & Co., Chicago, 
formerly handled the account. 


Salada Tea Leaving Stevens Agency 


Boston, Feb. 1—Salada Tea Co. will move its account out of Hermon 
W. Stevens Agency, Boston, some time this spring. J. W. Colpitts, ad- 
vertising manager, said the new agency has not yet been selected. He 
estimated current billing at $1,000,000 annually. 


Merck Names R&R for Veterinary Products Unit 


Rauway, N.J., Feb. 1—Ruthrauff & Ryan, New York, has been named 
to handle advertising for the newly organized veterinary products di- 
vision of Merck & Co. Charles W. Hoyt Co. continues to handle all other 
domestic advertising for the chemical division of Merck. 

(Additional News Flashes on Page 87) 


Emerson Foote Resigns 
from McCann-Erickson 


has resigned as exec vp of that 
agency and will announce his 
plans shortly. 

Unlike many an advertising 
“resignation,” there seemed little 
doubt in this case 
that Mr. Foote 
had left McCann 
of his own voli- 
tion. He was un- 
der a_ ten-year 
contract, the 
provisions of 
which required 
him to give six 
months’ notice of 
termination, and 
the agency was 
required to give 
two years’ advance cancelation no- 
tice. Early in January he notified 
the agency of his desire to leave. 

He was unavailable to reporters 
who tried to reach him for com- 
ment on his future plans. 

In a prepared statement, Mr. 
Foote wished good fortune to Mc- 
Cann-Erickson and “its wonderful 
people.” He said he had no future 
plans because “I have not yet lifted 
a finger to develop any—I long ago 
concluded that if I should ever de- 

(Continued on Page 87) 


‘Such Effrontery’... 
Congress Gets 
Bills to Control 
Outdoor Ads 


Sen. Neuberger, Rep. 
Hale Back Bills to Aid 
‘Grandeur Glimpsing’ 


WASHINGTON, Jan. 30—The 
House and Senate today received 
bills which would prevent the 
erection of outdoor posters along 
the 41,000 miles of superhighways 
which are being built during the 
next 13 years under the new fed- 
eral highway program. 

The House bill (H.R. 3977), by 
Rep. Robert Hale (R., Me.), would 
deny federal aid to any state which 
allowed outdoor advertising with- 
in 200 yards on either side of the 
highway. 

A somewhat milder Senate 
bill, by Sen. Richard Neuberger 
(S. 963), would outlaw outdoor ads 
on federally controlled highways, 
while encouraging states to adopt 
anti-outdoor rules on state con- 
trolled stretches of highway. 

While controls on outdoor ad- 
vertising were specifically rejected 
when the program was approved 
by Congress last year, the contro- 
versy broke into the open when the 
Senate public works committee 
held hearings early this month on 
the progress of the highway pro- 
gram. 


= Spurred by hostile articles in the 

press, particularly a lengthy article 

by Robert Moses in Harper’s, com- 
(Continued on Page 86) 
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‘Momentum of Success’... 


Ex-Gov. Langlie Is Third ‘Outsider’ 


to Be Named McCall Corp. President 


Pierce, Now Chairman, 
Says He Knew Simon’s 
Choice Was ‘Right Man’ 


New York, Jan. 29—Former 
Gov. Arthur B. Langlie of Wash- 
ington today was named president 
and chief executive officer of the 
McCall Corp. He succeeds Marvin 
Pierce, who was elected chairman 
of the board. 

Gov. Langlie, who was defeated 
in a senatorial contest in the No- 


The group occupies half of the 16) 


seats in the company’s board room. 
Gov. Langlie today became the 
17th board member. 

The new McCall president said 
he was introduced to Mr. Simon by 
Martin Deggeler, of the Harbor 
Plywood Corp. Mr. Deggeler and 
Gov. Langlie were fraternity 
brothers in college. Mr. Simon is 
on the board and the executive 
committee of Harbor Plywood. 


s Mr. Pierce indicated it was not 
unusual for McCall Corp. to name 
a non-magazine man to its top 
spot. “I was a civil engineer,” said 


|Mr. Pierce, “and my predecessor, 
| Mr. 


Warner, was a department 


me |store executive.” 


Marvin Pierce 


Arthur Langlie 


vember elections by Dé@fmocrat 
Warren G. Magnuson, indicated he 
was approached six to eight weeks 
ago by Norton Simon about the 
McCall Corp. job. Mr. Simon, West 
Coast financier, heads a group 
which holds about one-third of the 
common stock of the McCall Corp. 


Lever Push for 
New Spry Uses 
‘Non-Greasy’ Motif 


New York, Jan. 29—Lever 
Bros. Co. is using women’s maga- 
zines, radio and tv to introduce 
New Spry as the shortening that 
“helps make everything you fry 
non-greasy.” 

Color pages will run throughout 
1957 in Better Homes & Gardens, 
Family Circle, Good Housekeeping 
and Ladies’ Home Journal, while 
radio spots on both network and 
local basis will be carried on 201 
stations. On tv it will be “Lux Vid- 
eo Theater” (NBC-TV) and the 
“Garry Moore Show” and “Art 
Linkletter’s House Party” (both 
CBS-TV). 

The campaign is based on con- 
sumer research studies, conducted 
by Lever last year for the first 
time, which revealed that “the one 
specific quality women seek in a 
shortening is that it will help them 
achieve non-greasy fried foods.” 

The research also showed that 
the American housewife serves 
fried foods 317 times a year, and 
that half of all shortenings is used 
in frying. 


® Following this consumer re- 
search in the field, the company 


undertook comparative tests with 
Spry and other shortenings. The 
results, the company reports, 
showed that Spry is “remarkedly 
superior in helping prepare non- 
greasy fried foods.” 

Accordingly the company is us- 
ing the “non-greasy” theme in all 
advertising and promotional ma- 
terials and is suggesting a “grease 
spot test” that the homemaker can 
perform in her kitchen. 

This test is illustrated in the 
magazine ads, which show two 
doughnuts being lifted off a paper 
napkin. The doughnut fried in 
New Spry has left a barely per- 
ceptible grease ring, but the one 
fried in “another shortening,” has 
left a heavy one. 

The copy also points out that 
Spry is a 100% vegetable shorten- 
ing, is pure-white, bland, odorless, 
homogenized and guaranteed. 

Kenyon & Eckhardt is the agen- 
cy. © 


“The selection of Gov. Langlie, 
a man of broad administrative ex- 
perience, as my successor,” said 
Mr. Pierce, “is another step in our 
three-year-old program of expand- 
ing and strengthening the com- 
pany. His election, at this time, 
will give us a reasonable period 
before my retirement in which we 
can work together on the develop- 
ment of McCall’s diverse activi- 
ties.” Mr. Pierce will be 64 in June. 
Gov. Langlie is 56. 


s “Gov. Langlie’s election,” con- 
tinues Mr. Pierce, “will free our 
division heads from the burden of 
corporate administrative respon- 


(Continued on Page 37) 


Nude Manikins Still 
Haunt Buffalo; City 
Fathers Eye Remedy 


BuFrFraLo, Jan. 30—Action on a 
proposed ordinance to ban the 
display of nude manikins in store 
windows has been deferred for 
two weeks by the legislation com- 
mittee of the city council. Enact- 
ment of such an ordinance is 
sought by a mothers group of 
a’Youville College. 

Mrs. Charles Suchan, president 
of the mothers organization, told 
the legislation committee there 
had been little improvement in 
conditions since the request for 
the ordinance was filed with the 
council. Mrs. Suchan said nude 
manikins are permitted to stand 
in store windows for hours, and 
sometimes over weekends. 

Council President William B. 
Lawless Jr. said the committee 
needed two weeks to study the 
proposed ordinance and to con- 
sider its constitutionality. 


® The proposed ordinance pro- 
vides that manikins must be cov- 
ered from the shoulders to the 
knees. Conviction of a _ violation 
could be punishable by a $250 
fine or 30 days in jail. 
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FIT FOR A PRINCESS—Pabst Brewing 

Co. ran this ad in 10 newspapers 

after it learned that Princess Grace 
Kelly Rainier liked beer. 


Brewers Hoist 
Steins for Baby 


Cuicaco, Jan. 29—Two leading 
brewers made publicity hay after 
it was disclosed last week that 
Princess Grace Kelly Rainier likes 
beer and that the beverage had 
been recommended as part of her 
diet by her physician. 

Pabst Brewing Co. rushed three 
cases of Pabst Blue Ribbon quarts 
to Monaco via Trans World Air- 
lines. Pabst followed up this deed 
by running large-space ads this 
week in 10 newspapers, announc- 
ing it. 

Andrew Talbot, Pabst pr direc- 
tor, reported that the company 
had received several requests for 
free beer from new mothers in U.S. 
maternity wards. After discovering 
that more than 4,000,000 babies are 
born in the U.S. yearly, Pabst took 
no further action on free beer to 
new mothers. 

Not to be outdone, Anheuser- 
Busch, St. Louis, jumped on the 
beer wagon and sent Princess 
Grace 10 cases of Budweiser plus 
a congratulatory telegram from 
August A. Busch Jr., president of 
the brewery. e 


Erhlich, Neuwirth Names Two 

Bud Rofheart, formerly art 
director of Harriet Romain Adver- 
tising, has joined Ehrlich, Neu- 
wirth & Sobo, New York, as sen- 
ior art director. Herbert Mitchell, 
director of production at Associ- 
ated American Artists, has joined 
the agency as director of produc- 
tion. 


Heritage to Hockaday 

Heritage Club, New York, a book 
club, has appointed Hockaday 
Associates, New York, to handle 
its advertising. The account was 
formerly handled by Lester Har- 
rison Inc. 


TESTING—Robert G. Spears, Lever Bros. marketing vp; L. D. Griffith, 
Kenyon & Eckhardt vp; and John J. Clark, Lever assistant sales 
manager, sample some New Spry-fried doughnuts while studying 
the magazine ad which introduces the “non-greasy” New Spry. 


PABST BREWING COMPANY 


Advertising Age, February 4, 1957 


‘$1 Billion in Ads and Scant Research’... 


Only Consumers’ Strong 
Buying Urge Saves the 
Stores, Says RAB Head 


Detroit, Jan. 29—Inefficient 
service is driving more people out 
of retail stores every day than can 
be brought in by advertising, Kev- 
in Sweeney, president of the Ra- 
|dio Advertising Bureau, asserted 
| here last week. 

In a speech before the Wayne 
State University Retail Advertising 
Conference, Mr. Sweeney said 
many stores would be losing mon- 


TV Too Costly? 
Not in Daytime, 
Says CBS’ Jones 


MINNEAPOLIS, Jan. 31—The head 
of the country’s top-grossing tv 
network today cited the economics 
of daytime television “to refute 
the occasional argument .. . that 
television costs the advertiser more 
than it should.” 

Merle S. Jones, president of CBS 
Television, told the Minneapolis 
Advertising Club that daytime 
television offers one of the best 
buys in advertising. He said its 
cost per thousand women per com- 
mercial minute is two-thirds the 
cost of nighttime tv and it delivers 
ad messages to women at 70% less 
than the best buy among the wom- 
en’s magazines. 

The tv executive said the facts 
have upset the predictions of those 
experts who said the American 
woman couldn’t and wouldn’t find 
time in her busy schedule for day- 
time tv. Enough of them have re- 
arranged their lives to account 
for 49,000,000 hours of viewing 
every day between the hours of 
10 a.m. and 5 p.m., he said. o 


Miami Names Jones 
to Durkee Account 


CINCINNATI, Jan. 31—Ralph H. 
Jones Co. will be the agency for an 
enlarged and “aggressive” Durkee 
foods marketing operation. The 
agency succeeds Meldrum & Few- 
smith, Cleveland, as a result of a 
rather complex change in owner- 
ship of the Durkee margarine and 
salad dressing business. 

Jones Co. is the agency for Mi- 
ami Margarine Co., which recently 
purchased Durkee Famous Foods 
division from Glidden Co. It will 
now be the agency for most, but 
not all of Durkee: On the West 
Coast Glidden will still produce 
and sell Durkee products, with 
Meldrum & Fewsmith handling the 
advertising. 


® Apparently the change in own- 
ership means an advertising lift for 
Durkee, which has not been the 
object of much promotion in the 
| past few years. Said Carl Heidrich, 
| president of Miami Margarine: 

“We have embarked on an ag- 
gressive drive to increase our 
share of the margarine market. We 
are substantially increasing our 
field sales forces, and our adver- 
tising will be intensified.” 

Elmer L. Weber, general sales 
manager of Durkee’s packaged 
products department, 
Miami as sales and advertising di- 
rector of the whole operation. . 


Keystone Agency Sets Move 

Keystone Advertising, Minneap- 
olis, will move into offices in a 
new building at 4020 Minnetonka 
Blvd. about Feb. 15. 


is joining | 


Sweeney Hits Retailers’ 
Service to Customers 


ey “if it were not for the U.S. con- 
sumer’s unstoppable drive to buy, 
a drive second only to sex and 
hunger.” 

As examples of the kind of serv- 
ice that is driving customers out of 
the stores, the RAB president cited 
the following personal and second- 
hand experiences: 

e “A department store in New 
York—a unit of a chain in which 
I have some stock—got three sep- 
arate home furnishings orders over 
a period of 60 days from one cus- 
tomer. Delivery to the customer 
was respectively 24, 96 and 24 
hours later than promised on each 
of the occasions.” 

e “A national chain with a great 
reputation in soft lines was out of 
stock in two standard shirt items 
in four out of six stores. The stores 
were in cities from San Francisco 
to New York.” 

e “In an 1l-store inquiry in as 

(Continued on Page 88) 


Warner-Lambert Is 
First Sponsor for 
NTA Film Network 


New York, Jan. 30 —The NTA 
film network, which began oper- 


ations last October with more 
than 100 stations, has _ signed 
its first sponsor—Warner-Lam- 


bert Pharmaceutical Co. 

Starting April 1 the pharma- 
ceutical house will sponsor an 
hour of feature films weekly over 
the network’s lineup of 128 sta- 
tions. The rest of the weekly film 
will be sold to other advertisers. 

According to Ely A. Landau, 
president of the film network, 
which is 50 per cent owned by 
20th Century-Fox, Warner’s con- 
tract is a firm 39-week deal. Time 
and program costs for this series 
will be approximately $2,600,000. 
Lambert & Feasley is the agency 
for this buy. 

A variety of products ranging 
from Listerine to Quick home per- 
manents to Bromo Seltzer are ex- 
pected to be featured in the com- 
mercials. 


® The Warner-sponsored films 
will be from the 20th Century-Fox 
library acquired for tv distribu- 
tion last year by National Tele- 
film Associates, which owns the 
other half of the NTA film net- 
work. Among the titles are “Ra- 
zor’s Edge” and “Gentlemen’s 
Agreement.” 

Just what kind of time clear- 
ance the sponsor has been prom- 
ised has not been made clear. The 
New York NTA outlet, WPIX, 
will carry the film Fridays at 10 
p.m., EST. Most NTA stations— 
many of which are “affiliates” 
shared with the “live” networks— 
now carry NTA features on Fri- 
day, Saturday or Sunday nights, 
usually in the late evening hours. 

“We expect this purchase to 
give additional and _ substantial 
support to our present product ad- 
vertising, merchandising and mar- 
keting programs,” Robert G. Ur- 
ban, exec vp of the Lambert-Hud- 
nut division of Warner-Lambert, 
said. “It also will be an excellent 
and unique vehicle for new prod- 
ucts that we may introduce this 
year. 

“What has been described as a 
revolutionary new concept is a 
television advertising value. Sure- 
ly an advertiser seizing the oppor- 
tunity to get more for his ad- 
vertising dollars is anything but 
revolutionary. We feel that it 
makes dollars-and-cents common 
sense.” . 
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Canadian Court 
Test May Doom 
Trading Stamps 


Orrawa, Jan. 30—The Canadian 
government appears ready to take 
action against the use of trading 
stamps. 

Justice Minister Stuart Garson 
said today the government would 
like to see a test case made of the 
criminal code’s ban on stamps “‘be- 
fore acting on this retail store 
practice.” He reported that his of- 
fice has been flooded with protests 
by a large number of individuals 
and associations including recently 
the Canadian Assn. of Consumers. 

The latest dissenting voice came 
last night from the all-powerful 
1,000,000-member Canadian Labor 
Congress, which is throwing the 
full weight of organized labor 
opinion against the stamp premium 
invasion. 


s “The position we have taken is 
that we should like to have this 
law tested before we ask Parlia- 
ment to consider any amendment 
to it if for no other reason than to 
know with greater assurance the 
nature of the amendment that 
might be required,” said Mr. Gar- 
son. 

This is a strong and clear state- 
ment for the House of Commons— 
words that may be sounding the 
death knell for premium stamp 
operations in this country. The 
wave of protest is now stronger 
than ever and the stamp compa- 
nies’ defense arguments appear to 
be weakening in the face of the 

(Continued on Page 88) 


Kneisly 


Nixon Harper 


HONORED—Senator Harry Flood Byrd receives the 1956 Silver Quill 
Award of National Business Publications from Vice-President Rich- 


ard M. Nixon, the 1953 recipient, 


at NBP’s State of the Nation din- 


ner in Washington, Jan. 26. Observing the presentation are N. McK. 
Kneisly, president, Irving-Cloud Publishing Co., Chicago, NBP 
board chairman, and Robert E. Harper, NBP president. 


Taxes, Fiscal Policy Worry Speakers 
as NBP Quill Award Goes to Sen. Byrd 


Senate Veteran Lauds 
Business Press for 
‘Magnificent Job’ 


WASHINGTON, Jan. 29—The busi- 


ness press itself came in for some | 


unexpected recognition last night 
as National Business Publications 
held its sixth annual “State of the 
Nation” dinner and presented its 
Silver Quill award to Sen. Harry 
Flood Byrd. 

In accepting the award, Sen. 
Byrd noted he had seen the Wash- 
ington corps of business publica- 
tions correspondents grow in size 
and stature during the past 25 


Washington Peach | 
Growers to Launch 
Regional Campaign 


YAKIMA, Wasu., Jan. 29—Peach 
growers of Washington state will 
launch their first joint promotion 
in mid-February to put a new sales 
push behind the biggest pack of 


1e=- Goa go = 
- — ‘a . be ane: — 
=< | f= esees 
SP 


COMPARE—This 1,000-line newpaper 

ad is part of a campaign by the | 

Washington State Fruit Commis- 

sion to push the biggest pack of 

canned Elberta peaches in years. 

Pacific National Advertising Agen- 
cy is the agency. 


canned Elberta freestone peaches 
in six years. 

The promotion will use 14 dailies 
in Washington and Oregon sup- 
ported by spot radio and point of 
purchase material. Advertising is 
paid for by peach growers and is 
handled by the Washington State 
Fruit Commission through Pacific 
National Advertising Agency, Se- 
attle. 


The campaign is typical of in- 


creasing merchandising effort by 
fruit and vegetable growers of this 
state. While the growers do not 
own the canned product and once 
they sell their output to canneries 
have no direct responsibility for 
marketing, nevertheless they are 
putting money into promotion in 
order to help move canned stocks 
into the hands of consumers and 


thus open the way for better buy- | 


ing on the part of canneries next 
season. 


® Copy in the forthcoming cam- 
paign will stress the “difference” 
in Elberta freestone peaches. No 
mention is made of the big com- 
petition in California, but copy 
stresses the flavor, fragrance and 


|texture of Washington Elbertas, 


and emphasizes: “You can taste 
the difference yourself.” 

The following Washington dai- 
lies are on the schedule: Aberdeen 
World, Bellingham Herald, Brem- 
erton Sun, Everett Herald, Long- 
view News, Pasco Tri-City Herald, 
Seattle Post-Intelligencer, Seattle 
Times, Spokane Chronicle and 
Spokesman-Review, Tacoma News 
Tribune and Walla Walla Union- 
Bulletin. Also on the schedule are 
the Oregon Journal and the Ore- 
gonian, Portland, Ore. 

“We are picking the Pacific 
Northwest for this promotion for 
two reasons,” said Ray Forman, 
chairman of the Commission’s ad- 


|vertising committee. “First it is 


close to home, where the commis- 
sion can give it the very closest 
personal attention. Second, it was 
recommended by canners, because 
here in the Pacific Northwest they 


have a transportation advantage| 


which insures that most of the 
canned freestones here will be of 
our own growing.” e 


Bruce Joins American Can 
Walter B. Bruce, formerly mer- 
chandising manager of WABD, 


New York, has been appointed as- 


sistant manager of the sales pro- 
motion and marketing division of 
American Can Co., New York. 


| years. “They are doing a magni- 
ficent job,” he said. “I welcome 
the opportunity to congratulate 
them, their editors, their publi- 
cations and their clients on the 
fine contributions which they 
make to the dissemination of vital 
| intelligence. As a business man 
who uses the product, I can testify 
to the value.” 

Speaking as a newspaper pub- 
lisher, he said he recognized the 
unavoidable limitations of daily 
newspapers, radio, television and 
other media engaged in spot re- 
porting. 


s “Filling this gap is the great 
job of the business press,” he 
said. “The type of information the 
business press provides is an ab- 
solute necessity in practically ev- 
ery field of endeavor—industry, 
business, science, merchandising, 
marketing, transportation, govern- 
ment, the professions, agriculture, 
labor, etc.” 

A capacity audience of 1,200, 
including “top” government and 
industry leaders, gathered for the 
affair. The presentation of the 
award was made by Vice-Presi- 
dent Richard M. Nixon, winner of 
the Silver Quill three years ago. 

In a “State of the Nation” re- 
port period preceding the presen- 
tation of the award, spokesmen 
for major consumer and producer 
goods industries forecast a good 
year in 1957, and the Secretaries 
of the Army, Navy and Air Force 
reported on latest developments to 
guard against surprise attacks 
from abroad. 


® Elisha Gray II, president of 


Whirlpool-Seeger Corp., said he 
anticipates a 3% to 5% increase 
in sales of household appliances. 
While this increase, he said, is 
(Continued on Page 33) 


WINSLOW H. CASE has joined the ac- 
count supervisory group of Camp- 
bell-Mithun, Minneapolis. He for- 
merly was head of the tv depart- 
ment of Geyer Advertising, New 
York, and supervisor on the Kel- 
vinator account at Geyer. 


WasHINGTON, Jan. 30—Members 
of a panel of leading economists 
told Congress’ joint economic com- 


into the business outlook in 1957. 
Panel members indicated they 


Tax Relief for Small 
Business May Help 
‘57 Outlook: Davis 


BurraLo, Jan. 29—Small busi- 
ness, caught in a price squeeze, 
will have a good year in volume, 
but the 1957 profit picture is not 
favorable, a Washington economist 
today told the Greater Buffalo Ad- 
vertising Club. 

John C. Davis, executive direc- 
tor of the National Small Busi- 
jnessmen’s Assn., told advertising 
men that taxes are at the “confis- 
catory level where small business 
is concerned.” 

He said his group is supporting 
legislation in Congress that will 
create a small business bank, 
\chartered by the Federal Reserve, 
isimilar to the cooperatives and 
land banks that aided farmers. 

Mr. Davis said the 4,000,000 
small businesses in the U.S. would 
be helped if the Securities & Ex- 
change Commission relaxed the 
law on issuing small business se- 
curities. 

Mr. Davis said the association 
supports state “righ t-to-work 
laws, opposes the secondary boy- 
cott in strikes and endorses legis- 
lation to curb labor racketeering.” 


® President Eisenhower’s small 
business committee, he said, will 
soon urge legislation to cut from 
30% to 20% the corporate tax on 
the first $25,000 of small business 
profits. 

Other pending legislation, he 
reported, would spread inheritance 
tax payments over a ten-year pe- 
riod and would allow small busi- 


purchases in five years instead of 
the present ten years. 


‘McCall's,’ ‘Ladies’ 

Home Journal’ Get 

‘Companion’ Subs 
New York, Jan. 30—As fore- 


cast in AA last week, Crowell- 
Collier announced today that Mc- 
Call’s and Ladies’ Home Journal 
have acquired the unexpired sub- 
scriptions of the suspended Wom- 
an’s Home Companion. 

In addition, McCall’s and the 
Journal will divide a mailing list 
of about 1,300,000 non-duplicated 
Companion subscriber names. Ide- 
ally, this means each book could 
add a maximum of 650,000 to its 
circulation. 

McCall’s today followed the 
Crowell-Collier announcement by 
\disclosing that it will increase its 


Me \circulation guarantee from 4,700,- 


000 to an even 5,000,000 with the 
August issue and will advance ad- 
vertising rates 12%. Bkw pages 
would increase from $15,900 to 
$17,800. 

Ladies’ Home Journal, while ex- 
pected to announce a new guaran- 
tee and new page rate, effective 


on the report. 

Crowell-Collier said it will com- 
pensate Curtis Publishing Co. and 
the McCall Corp. for taking over 


ies to be delivered by each.” 


(Continued on Page 56) 


mittee today they see no signs of| 
an upsurge of consumer buying or | 
capital investment to put more zest | 


ness to write off used equipment | 


next fall, today had no comment| 


3 


Economic Signs Point to Leveling Off 
After lst Quarter, Congress Unit Hears 


believed there is enough steam be- 
hind existing programs to assure 
full employment this year, but they 
implied that new demands must be 
unleashed to carry the boom into 
1958. 

George Katona, professor of eco- 
nomics and psychology at the Uni- 
versity of Michigan, told the com- 
mittee consumer outlook studies 
show that those who expect con- 
sumers to provide a_ substantial 
new impetus to the economy are 
likely to be disappointed, although 
consumer purchases will be on a 
sufficient scale to make 1957 a 
good year. 


® While plans to buy new cars are 
more frequent than in early 1956, 
they remain below the peak at- 
tained in the fall of 1954, he said. 
Intentions te buy homes have in- 
creased in frequency, he reported, 
but there are indications people 
who say they intend to buy are not 
fully aware of the present credit 
stringency. 

“Consumer attitudes and buying 
plans are not as buoyant as in late 
1954 and in 1955,” he said. “At that 
time optimism was growing rapid- 

While the desire and need for 
more and better goods remains, 
recent surveys show many people 
have become more interested in 
saving. 

“They feel their funds or savings 
are not large enough,” he said. 

“Should construction decline or 
industry curtail investment expen- 
ditures, it is unlikely that the con- 
sumer would step in and change 

(Continued on Page 37) 


Burnett Promotes 
Weber, Young to 
Exec VP Posts 


Cuicaco, Jan. 30—Leo Burnett 
Co. has elevated James E. Weber 
and William T. Young Jr. to exec 
vp posts and named Draper Dan- 
iels, William L. Diener and 


Charles O. Husting directors of 
the agency. 

Mr. Weber joined Burnett in 
1943, coming from Armour & Co. 
where he had been ad manager. 
At Burnett he has been succes- 
sively creative director, account 


Wm. T. Young Jr. James Weber 


executive and account supervisor. 
He became a director of the agen- 
cy in January, 1956. 

Mr. Young, who is in charge of 
client service, has been a mem- 
ber of the agency’s plans super- 
visory committee since he joined 
the agency in 1946 and has been 
on the board of directors since 
1955. He is also a brigadier gen- 
eral in the U.S. Air Force. 


® Mr. Daniels, who joined the 
company in 1954, is in charge of 
the copy department and is also a 
member of the agency’s plans su- 
pervisory committee. Before join- 
ing Burnett, he was copy vp at 
Young & Rubicam, Chicago. Ear- 
lier he had worked for Young & 
Rubicam in New York and also 


service on unexpired Companion) with Kenyon & Eckhardt and Mc- 
subscriptions “on the basis of cop-| Cann-Erickson in New York. 


Mr. Diener, who has been with 
Burnett since 1944, is account su- 


# It was believed in magazine cir-|pervisor on the Pillsbury Mills 


(Continued on Page 6) 
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Political Gifts by 
Admen Were 100% 
GOP, Senate Finds 


(Continued from Page 1) 
expressed by the Republican mem- 
bers of the group indicates a be- 
lief that not all labor spending is 
reflected in the report. 


s The report also says the 1956 
spending was “not appreciably” 
greater than in the 1952 figure, 
but states that the drift away from 
radio and into tv was apparent in 
the 1956 campaign, compared with 
1952. 

Among the data compiled by the 
subcommittee is a listing of con- 
tributions stemming from the 37 
leading advertising agencies, which 
the committee selected by includ- 
ing those agencies listed in AA’s 


for the amount. 


Ad Spending in ‘56 Campaign 


Republican Democratic Total 
Television ........... $3,736,000 $2,747,000 $6,483,000 
ie any ce wads 1,645,000 1,373,000 3,018,000 
Newspapers ......... 1,068,510 745,000 4,283,072* 
Or 285,943 239,623 525,566 
Ts yi hive eid ates 2,187,199 1,900,076 4,087,275 


*In newspapers the total is greater than the sum of the figures 
provided by each party’s national committee. This means that the 
money was spent in the medium indicated (according to Media 
Records) but neither committee could track down and account 


annual agency billings issue for 
1956 as billing $20,000,000 or more. 

Contributions from 20 of these 
agencies are given, totaling $51,- 
000. All were given to the Repub- 
lican cause. 

J. Walter Thompson Co., with 
ten contributions totaling $12,600, 
leads the list of agencies. The sub- 
committee lists only contributions 
of $500 or more. These contribu- 
tions are listed as follows: 


AGENCY TOTAL 


Batten, Barton, Durstine & Osborn 
(Bruce Barton $2,000, J. D. Dan- 
forth $1,000, Fred B. Manchee $1,- 
000, A. F. Osborn $1,000) 

Benton & Bowles (William R. Baker 


Jr. $1,000, Robert E. Lusk $500) 1,500 
Biew Co. (Milton Biow $1,500, 

Veronica Welch $500)  ........06 2,000 
Lee Burnett Co. (Leo Burnett $500) ol) 
Campbell-Ewald Co. (Charles M. 

UD RIOD eiectiesosceccscscoscnesscesnscsnre 11,350 
Dancer-Fitzgerald-Sample (Clifford 

L. Fitzgerald $1,000)  .............. 1,000 


D'Arcy Advertising Co. (P. J. Orth- 


. . » and there’s PLENTY of WATER in TULSA! 


Pictured here are the two huge 
lakes that keep Tulsa supplied 
Upper and Lower 
There is enough 
in these 
right now to take care of a 
city more than twice the size 


with water. 
Spavinaw. 
water stored 


lakes 


west. 


areas in the southwest. 
With an effective buying 
come of $528 million, metro- 
politan Tulsa’s 321,241 resi- 
dents are one of the highest 
group of buyers in the South- 


Kevin Sweeney says inefficient service 


Advertising Age, February 4, 1957 


Highlights of This Week's Issue 


Steve Allen’s goodby on “Tonight” is orgy 


Non-greasy motif is theme for new Spry 
promotion 
Daytime tv is not too costly, CBS’ Jones 
says Page 2 
Monaco’s Princess Grace is inundated with 
beer after becoming a mother ....Page 2 
Ex-Governor Langlie is named president 
OL MeCal) CORP. 2n...ceccecceccsesrsccrscseen OZO 8 
Canadian government ready to take action 


against trading stamps ................... Page 3 
NBP Silver Quill — cover taxes, fis- 
cal policy ....... peanesiiets neil Page 3 
McCall's, Ladies’ Heme Journal get 
Woman's Home pcmcia ad be 
SED cocnstasernten Page 3 
Lee Burnett eaetes pony names two di- 
ee Page 3 


Washington peach growers launch first 
joint promotion in February ........ Page 3 
Small business needs tax relief, economist 
“We've got to get feot in 
Briton tells exporters .............. 
McGraw-Hill issues new “Industrial Mar- 
ket Planning Workbook” 
Help wanted ads rose 16% in 1956, greater 
rise expected in 1957 Page 4 
Chocolate, marshmallows, flour tied in 
new joint promotion this spring ..Page 26 
70% of Ontario's $250,000 ad budget will 
go into U. S. media .............ccccceneee Page 27) 
J. Walter Thompson sets up studio for 
color tv commercials ................... Page 28) 
Grove Laboratories increases ad budget for 


drives customers from stores ....... Page 2 of free plugs Page 39 
Buffale is still haunted cde the problem | M-G-M sets up production unit to make 
of nude manikins . tet EE Ta eR ee eo eer nee Page 42 
Warner-L bert b first Cenv feeds haven't had much im- 
££. fe aes Page 2 pact on housewives, study shows Page 46 


Trading stamps curb inflation, IGA offi- 


cial tells Canadians. .................. Page 40 
Ads for “innocuous” obscene literature 
violate law, judge says ................Page 58 


Provide us more data, MacManus, John's 
Jones tells newspapers ....................Page 58 


Swift launches new squeeze-tube cheese 
for quick spread 


Stress advertising’s economic role, OAI's 


Moore urges ............... ‘ Page 38 
Dr. Dichter opens “Caneiien subsid- 
iary of Institute of Motivational Re- 


search .. 


E. B. Weiss starts new series on revolution 
of electronic communications 
Westinghouse will spend $2,000,000 on re- 
tail sales training drive Oo 
WFIL-TV expands its tv film commercial 


GEE cectnteninninsessecsistccamensael Page #0 
“Have a happy day” greeting draws 
smiles for Carson/Roberts ............ Page 81 


R ‘ lot) 


impresses President's 
Council ‘of Economic Advisers ....Page 82 


REGULAR FEATURES 
Advertising Market Place 
Along the Media Path 
Coming Conventions 
Creative Man's Corner .... 
Department Store Sales .... 
Drawthinks 
Editorials . . 
| Setting Personal 
Just Looking 


| Looking at Radio & TV 


$2,500, Kenneth W. Hinks $1,000, 
Howard Kohl $1,000, L. O. Lemon 
$1,000, Samuel W. Meek $1,000, 
Stanley Resor $2,100, Charles A. 
Rheinstrom $1,000, O'Neill Ryan 
Jr. $1,500, Norman H. Strouse 
$1,000) .. 


‘ 12,600 
Kenyon & Eckhardt 


(Thomas 
D'Arcy Brophy $750, Don C. Mil- 


ler $750, Dwight Mills $1,500) ..... 3,000 | 
Kudner Agency (J. H. S. Ellis $500) ao) 
Lennen & Newell (Adolph J. Toigo 

ee 2,000 
MacManus, John & ‘Adams (James 

R. Adams $500) a 500 
Maxon Ine. (Lou Maxon $500) ‘ nO 


| MeCann-Erickson (Emerson Foote 

$1,000, Marion Harper Jr. $650) .. 

| Beshrostr & Ryan (Frederick B. 

Ryan Jr. $500) : 

Sullivan, Stauffer, Colwell “& Bayles 
(Robert Colwell $500, Raymond F. 
Sullivan $500) . 1000 

William Esty Co. (James ‘J. “Houla- 


No-Doz ..........- OS ET Page 34 petro at Retail Ads ............ a" 
Univae helps Automatic Control in read-| On Slaameiienah daomnn ee —a 
ED CIEE csccencpscssenesegeapenenimaniiiiitl Page 35) Photographic Review .......................... "eo 
Stock Exchange to spend $600,000 in ads| Rough Proofs ........... one 
in first SIX MOMEHS 0.0... Page 36 | salesense in Ads i) 
NIAA launches promotion for industrial | This Week in Washington ........................ BS 
ads with aid from 24 publica-| Voice of the Advertiser ... 1% 
SEIIED ccenvensncocusnensiseniaoetseninavshenemnianenseapi Page 37 | What They're Saying ............ = 
IED vecrrincnitinenitnnntbitntinene 1,500, han $2,000, John Peace $1,000) ........ 3,000 
Foote, Cone & Bel Young & Rubicam (Louis N. Brock- 
ee att BTL) way $1,000, Sigurd Larmon $1,500) 2,500 
Geyer Advertising (B. B. Geyer) on be 
J. Walter Thompson Co. (Wallace 
| W. Elton $500, Henry C. Flower Ampex Corp. Names Fuller 


| Robert Fuller, formerly with 
Purcell Publications, Boston, has 
| been appointed assistant sales 
| promotion manager of Ampex 
Corp., Redwood City, Cal. He suc- 
ceeds Forrest Beard, who resigned 
to join John O’Rourke Advertising, 
San Francisco. 


Cowles Elects Sullivan 

| Cowles Broadcasting Co., Sioux 
| City, Ia., has elected Donald D. 
Sullivan a vp. He joined Cowles 
|in 1948 as commercial manager 
of WNAX, Yankton, S. D., and 
was named general manager of 
WNAX and KVTV, Sioux City, 
last July. 


| 
| 
| 


333 WEST LAKE STREET « CHICAGO 6 


Your advertising in the 
Tulsa World and the Tulsa 
Tribune reaches 169,185* 
families in the area every day. 


of Tulsa. With plenty of 
water, Tulsa’s Magic Empire 
is one of the fastest-growing 
"9/30/56 ABC Publisher's Statement 
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5 new ways to make your ads work longer and harder: 


& Now you can buy space in these famous 


Better Homes & Gardens IDEA ANNUALS 


we Bate Hames arden Be. ee 
ODEN a IST ey se 
iA | 185] pes Beterllomes &Gardens 
os "oee| wummmmtcgmy KITCHEN IDEAS 
See ie — 
it eS f hic 
" i aa 


1957 , 
gw Hater Homes ‘Cant Pp 


CHRISTMAS IDEAS il ina oy 


Closes: December 13, “Te 
On Sale: Feb. 19, 1958 
Estimated Sales: 150,000 


fr ge 
Phas opeeial THASRSLINING amd EW DE ARS ideas for 1956 
On Sale: Jon. 18, 1958 


Estimated Sales: 180,000 


Closes: October 15, 1957 
On Sale: Dec. 18, 1957 
Estimated Sales: 250,000 


Closes: August 15, 1957 
On Sole: Oct. 18, 1957 
Estimated Sales: 575,000 


Closes: July 15, 1957 
On Sole: Sept. 18, 1957 
Estimated Soles: 475,000 


The enormous success of the BH&G Idea Annuals is an 
extension of BH&G’s editorial genius for giving home 
lovers what they want: exciting, attainable ideas. 

Each BH&G Ideas Annual is a storehouse of ideas and 
information on a particular subject. They’re timely. 
They’re selective. Because the idea-hungry readers of 
these specialized BH&G books are ready to turn their 
dreams into plans. And they’re in a do-it-now buying 
mood — ready to buy whatever they need to carry out 
the plans and ideas they find on every page. 

There’s nothing experimental about BH&G Idea 
Annuals. They all have established rate bases and proven 
circulation totals. They’re sold at an average of 50,000 
newsstands as well as at countless book stores. 

For rates, rate bases, and closing dates . . . call your 
BH&G representative. 


Meredith Publishing Company, Des Moines 3, iowa 


Better Homes 
WViort 


BARBECUE 
BOOK 
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Burnett Promotes 
Weber, Young to 
Exec VP Posts 


(Continued from Page 3) 
and Green Giant accounts. Before 
joining Burnett he operated his 
own agency, William L. Diener 
Inc. 

Mr. Husting is account supervi- 
sor in charge of Burnett’s portion 
of the Procter & Gamble account. 
He came to Burnett in 1944 from 
Young & Rubicam, Chicago, 
where he had been an account 
executive. Earlier he had been a 
sales representative of Time Inc. 
and Crowell-Collier Publishing Co. 


® At the same time, Burnett Co. 
promoted Dale Nolan, an account 
executive, to the post of agency 
vp and appointed Roy Lang, al- 
ready a vp, to the post of account 
supervisor on the Kellogg account. 

Mr. Nolan has been with the 
agency since 1952, having come 
from the Independent Grocers Al- 


liance, where he was merchandis- 
ing director. Previously he had 
been with the National Safety 
Council, 


A&P. 

Mr. Lang joined the agency as 
account executive in 1951 and be- 
came a vp in 1954. Previously he 
worked with Gardner Advertis- 
ing Co., St. Louis. ° 


Dept. Store Appliance Men 
Prefer Fair Trade Law 


Buyers of electrical appliances 
and housewares are overwhelm- 
ingly in favor of fair trade laws 
for branded merchandise, accord- 
ing to a recent survey by Electri- 
cal Merchandising. Replying to 
the question, “How do you feel 
about a national fair trade law 
on branded merchandise?” 72.4% 
(92 out of 127 replies) said they 
were heartily in favor of such a 
law while 12.6% (16) were strong- 
ly opposed. Seven buyers or 5.5% 
said they were “mildly” in favor 
of a fair trade law and three buy- 


Pioneer Publishing Co.|) 
and the advertising department of| J 


SANFORD L. (SANDY) HIRSCHBERG has 
rejoined Peck Advertising, New 
York, as a partner (AA, Jan. 28). 
Mr. Hirschberg left Peck in 1948 
and has since been with Norman 
D. Waters & Associates and Dowd, 
Redfield & Johnstone. 


ers mildly opposed. Nine buyers, 
7.1%, didn’t care one way or the 
other, according to the McGraw- 
Hill magazine. 


Lonpon, Jan, 29—There is no 
doubt that Britain has the right 
goods or that there is a market 
for them in the United States, says 
Sir William Rootes, chairman of 
the Dollar Exports Council. 

Sir William, after a six-week 
fact-finding tour of the U.S., ca- 
bled his views to the News Chron- 
icle, which printed them last Fri- 
day under a five-column headline: 


'|“We’ve got to get a foot in Amer- 


ica’s front door.” 

“In conference rooms, in air- 
craft, in hotels and in the big-buy- 
ing stores,” wrote Sir William, “I 
have been talking trade and trying 
to find out how we can increase 
our dollar earnings. 

“It is the multi-millon-dollar 
question I have been asking for 30 
years. Every fresh visit here pro- 
vides new answers, but seldom 
have the answers been of such im- 
| portance to our islands. 

“Another crisis is calling for an- 


SUDDENLY, IT'S 1960 


In the automobile world, the bright new 
calendars are already out of date. For to- 


day's thrilling 


Plymouth has just leaped 


three full years ahead .. . a brilliant demon- 
stration of leadership in modern engineer- 


ing and styling. 


The introduction was dramatic and the 
response was spectacular. In crowded 
showrooms across the country, millions of 
viewers rubbed their eyes and became pros- 


pects. Prospects tried the 


fabulous Fury 


301" V-8 engine, the new Torsion-Aire 


ride, and became buyers. 


Advertising helped stage the drama, 
translating into words and pictures a truly 
stunning automotive triumph. 

Since 1943 we have been associated 
with the Plymouth Division of Chrysler 
Corporation in their advertising. And now, 


‘suddenly, it’s 1960."’ 


N.W. Ayer & Son, Ine. 


Philadelphia, New York, Chicago, Detroit, San Francisco, Hollywood, Boston, Honolulu 


Advertising Age, February 4, 1957 


Exporters Must Camp on U.S. Doorstep, 
>| Rootes Tells British ‘Dollar Council’ 


other great effort from our ex- 
porters. At the end of a record 
dollar-earning year there is no 
time for us to pause and pat our- 
selves on the back, and neither is 
there any cause for complacency.” 
Sir William notes that in the sec- 
ond half of 1956 the U.S. replaced 
Australia as Britain’s largest single 
export market. But he regards it as 
ridiculous that Britain has only 
just succeeded in seiling to Amer- 
ica, “the most buoyant market in 
the world,” more than it sold to 
Australia. 
Sir William contrasted the pop- 
ulations of the two countries: The 
U.S. with its 169,000,000 persons 
and Australia with only 9,000,000. 
“There is no doubt that we have 
the right goods or that the markets 
are here,” he wrote. “But we must 
aim the right goods at the right 
time and the right place at the 
right price. 


s “We must fulfill all these con- 
ditions, not just those that are con- 
venient to us. We must realize that 
we cannot trade with Americans 
or Canadians or Venezuelans on 
our own terms. 

“Time and again on this tour I 
have been told that some British 
manufacturers do not investigate 
trade openings thoroughly enough 
and we are constantly missing op- 
portunities. . . 

“With the help of the Institute 
of Practitioners in Advertising, a 
number of leading advertising 
agencies are preparing market 
studies for the Dollar Exports 
Council of the possibilities in the 
U.S. for five British consumer 
products. . . 

“This kind of really modern 
market investigation is vital and 
will pay rich dividends. 


s “Firms must have lively sales 
organizations on the spot to sense 
new openings and send swift and 
accurate reports back to Britain. 
At home they must be backed by 
organizations geared for the job.” 

Sir William said that in his view 
all this meant top British execu- 
tives must pay more visits to the 
dollar areas and really get to know 
the market. 

“A transatlantic telephone call 
is no substitute for personal con- 
tact, and it is impossible to gauge 
the tempo of this rich and hetero- 
geneous market from an office 
chair across the ocean.” 


‘TV Guide’ Advances 

John Quinn, James Wescott 
John J. Quinn, a member of the 

New York advertising staff of TV 

Guide, has been named advertising 

manager of the magazine’s Phila- 

delphia edition. He succeeds James 


John J. Quinn James R. Wescott 
R. Wescott, who has joined the 
publication’s national promotion 
staff in Philadelphia to handle 
product advertising sales promo- 
tion. 

Mr. Wescott had been ad man- 
ager of the Philadelphia edition 
since 1953. Mr. Quinn joined TV 
Guide last August. 


Sylvania Spotlights 
‘Slim Jim’ Portable 

Sylvania Electric Products, New 
York, is emphasizing its “Slim 
Jim” portable tv set in current 


ads. This 17” model is priced at 
$139.95. 
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This is a ritzy Black Sea resort. 
The beaming sports are Russians. 
They are upper-class members 

of the ‘‘classless society.”’ 


The Soviet Union is a classless society—in theory. In practice, there are two sharply-defined classes: the haves 
and have-nots. The haves, Russia’s Privileged Few, cavort ina current LOOK article. Through it, you will meet 


the men and women who belong to the new aristocracy under a government formed to end aristocracy. 


Whether you're talking about Communism in Russia or a sweet-sixteen party in Peoria, it’s people who give 
meaning to the issues and events of our day. And it’s by telling the story of people—all kinds of people 
everywhere—that LOOK covers today’s world with an impact unmatched in the publishing field. 


Look’s interest in people has produced one of the largest magazine audiences ever assembled . . . has helped 
Look become America’s fastest-growing major magazine . . . has made LOOK the only major magazine to 
gain in both circulation and advertising revenue every year since 1946. People’s interest in Look has made 
it a big and brilliant showcase for the products of American industry. 
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‘Like Stud Poker’... 


New Product Plans Need Marketing 
Brains Too, Jones Tells Sales Execs 


New York, Jan. 29—Growth and 
profit opportunities are leading 
most manufacturers into an ac- 
celerated new products race. But 
be wary of the pitfalls—no com- 
petitor will ever do you the dam- 
age that you can inflict on yourself 
with the wrong product. 

In a talk before the Sales Execu- 
tives Club of New York, Conrad 
Jones, new product specialist for 
Booz, Allen & Hamilton, said, “His- 
torically successful companies 
have been founded on a successful 
new product and then grown on a 
succession of new products.” 

The race for new products will 
continue to mount in the next dec- 
ade, according to Mr. Jones, who 
recently completed a comprehen- 
sive study of new product man- 
agement for the management con- 
sultants. He pointed out that an 
analysis of ten major industries 
indicates that major companies 
expect 30% to 80% of their growth 
in the next three years to come 
from new products not now manu- 
factured. 

Failure of new products is rarely 
caused by inept market introduc- 
tion alone, he said. “For success- 
ful commercialization, executives 
must turn more of their attention 
and time to the earlier stages in 
new product evolution. Sales 
thinking is needed not only for the 
final market introduction but for 
the selection and development of 
the product.in the first place,” he 
asserted. 

Mr. Jones emphasized the need 
for a marketing flavor in research 
and development. 


s “Too often there is little com- 
munication between research and 
development and the sales and 
marketing arms of a company. 
There would be less complaints 
about engineers designing the sale- 
ability out of a product if there 
were a more intimate working re- 
lationship,” he said. 

Sales executives must learn to 
provide research and development 
with marketing guidance on com- 
mercial] needs, he said, with re- 
search and development executives 
learning to plan and judge their 
inventions by commercial stand- 
ards. 

It is necessary to apply a com- 
mercial rather than a _ scientific 
standard to determine a new prod- 
uct release date, he said. Too often 
the difference in timing means the 
difference between failure and 
success. 

Commercialization of a product 
is like a game of stud poker, Mr. 
Jones added, with the ultimate test 
of a product lying with the con- 
sumer. The heaviest costs incurred 
by a company are involved with 
market introduction. 

“If you see the product is not 
going well, the trick is to fold your 
hand as early as possible. Most 
companies have to play a table- 
stakes game. With just so many 
chips in front of you, the sure way 
to go broke is to stick along for 
three or four cards on every hand. 
When you eventually do get aces 
back-to-back, you can’t play.” 


® Selection of a new product 
should not be based on “pretty 


good” ideas, he stressed, but con- 
“bell- j 
ringers,” with the combination of 


centrated on a few real 


high payout and low risk. 


20 chemical companies estimated 
for the Commercial Chemical De- 


velopment 


product idea out 


through to full commercialization. 


technological 


ously weak in many companies and 
nearly nonexistent in some.” 

An attitude survey prepared by 
Booz, Allen & Hamilton of profes- 
sional research and development 
personnel based on 3,000 question- 
naires revealed the following: 

1. How would you rate the ex- 
change of information from other 
departments to research? 80% said 
“marginal” or “poor.” 

2. How would you rate the co- 
operation of other departments 
with the research activity? 40% 
said “marginal” or “poor” for the 
sales department. 

3. Are research personnel well 
acquainted with the strengths and 
limitations of company products? 
40% said “no.” 


s Mr. Jones said the two-year 
comprehensive study of new prod- 
uct management by his company 
based on the practices of some 400 
manufacturers showed the evolu- 
tion of a new product is best based 
on six stages: 


e Exploration—the search for new 
ideas, determined by the com- 
pany’s field of interest. The new 
product output can be no better 
than the idea output. 


e Screening—the process of pick- 
ing out the better ideas from the 
total yield of the exploration pro- 
gram, reducing the idea group to 
a workable size. Only by reducing 
the time spent on lesser ideas can 
there be found time to work with 
the best ideas. All ideas that get 
beyond this point are expensive in 
cash and human resources. 


e Specifications—the reduction of 
a product idea to a concrete busi- 
ness proposal—including perform- 
ance, price and appearance as well 
as budgets. 


e Development—the conversion of 
a specified product idea into a 
physical product. This stage in- 
cluded cooperation and continuing 
evaluation by all areas of the busi- 
ness, especially marketing and 
manufacturing. Projects at this 
stage become progressively more 
difficult to kill, as expenditures 
grow and emotional attachments 
arise. 


e Testing—includes planning for 
production, sale of the product and 
conducting limited tests of produc- 
tion, marketing and production-in- 
j}use. Devotion of time largely to 
commercial experiments as op- 
posed to laboratory experiments. 


e Commercialization—i nt roduc- 
tion of the product to the market, 
which involves the heaviest costs. 
Timing here is of the essence. 

The successful introduction of a 
new product, he stressed, is in great 
part determined by “general mar- 
keting, management and scientific 
thinking being continuously wed- 
ded and welded at every decision 
| point.” 
| Mr. Jones used a series of slides 
|to illustrate much of the material 
in his talk. 7 


Sears Buys 15 Network TV 
_Participations on NBC Shows 

Sears, Roebuck & Co. has 
bought 15 participations on NBC- 
TV’s “Today,” “Home” and “To- 
night” shows. This will be the 
first time that Sears has used net- 
work television. 

The participations will run be- 


Assn. that only one|tween Feb. 22 and May 15, with 
of 540 gets) five scheduled for “Today,” six for 
“Home” and four for “Tonight.” 

A product must be conceived and | The Henry B. Mayers division of 
evolved, he said, as a blending of Cunningham & Walsh is the 
facts with market| agency. 


facts. “This cooperation is notori-| ' 
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ECONOMICAL—This is one of the 
newspaper pages Delta Air Lines 
used Jan. 28-29 to promote its new 
Chicago-Miami non-stop daycoach 
service. Burke Dowling Adams, At- 
lanta, is the agency. 


Delta Uses Dailies 
in Drive for New 
Royal Scot Service 


ATLANTA, Jan. 30—Delta Air 
Lines is using pages in Chicago 
and Miami newspapers this week 
to announce its new Royal Scot 
non-stop daycoach service  be- 
tween the cities. 

The Royal Scot is the name 
given to Delta’s new DC-7Bs. Delta 
recently adopted the name Flying 
Scot for its fleet of DC-7, DC-6, 
Convair and Constellation day and 
night coaches and has promoted 
the Flying Scot in 1,800 and 1,000- 
line newspaper ads in 15 major 
markets served by the line. 

The air line increased its adver- 
tising spending for its fiscal year 
ending June 30 by more than $1,- 
000,000 over the previous year. The 
1956-57 budget is $2,712,000 for ad- 
vertising and information services. 
Of this amount, $2,115,000 will be 
spent for advertising, with $1,440,- 
000 budgeted for newspapers. In 
the 1955-56 fiscal year, $1,647,000 
was spent for advertising and in- 
formation services. 


® Delta also has launched a model 
airplane promotion—to the tune of 
1,000 a month, according to George 
E. Bounds, director of advertising. 
The planes, plastic model kits of 
Delta Golden Crown DC-7s, are of- 
fered to passengers via seat folders 
and are ordered direct from the 
manufacturer for $2.30 each. 
Burke Dowling Adams Inc., At- 
lanta and New York, is the agency. 


Revion Begins Lustrous Push 


Advertising Age, February 4, 1957 


Electric Industry Mounts Multi-Media Spring 
Drive on ‘Live Better Electrically’ Theme 


New York, Jan. 30—In a closed-| will be available. 
circuit telecast to 53 cities, the| Also offered to the trade are 
electrical industry’s Live Better) press kits, tv spots, exhibits, car 
Electrically program today cele-| cards, window streamers and out- 
brated its first anniversary with a/ door posters. 
fond review of the past year’s ac-| The trade will be kept posted on 
complishments and a confident | the program through ads in Amer- 
preview of things to come in 1957.|ican Banker, American Builder, 

Audiences totaling some 40,000 | Architectural Record, Banking, De- 
business men watched the show | partment Store Economist, Electri- 
and learned that 12 consumer mag- cal Dealer, Electric Light & Power, 
azines, 20 business papers and a/| Electrical Merchandising, Electri- 
series of network tv commercials|cal West, Electrical Wholesaling, 
will promote the benefits of elec-| Electrical World, House & Home, 
trical living this spring. NAHB Correlator, NARDA News, 

In addition, tv commercials will| National Furniture Review, Quali- 
be used on programs of most of the fied Contractor, Retailing Daily, 
electrical manufacturers who are Savings & Loans News, Stores, and 
taking part in the program. To date| What’s New in Home Economics. 


more than 300 utilities, 40 manu- 
facturers and 16 trade associations 
are participating. 

The spring campaign starts out 
with a salute to National Electrical 
Week, Feb. 10-16, on “GE Theater” 
Feb. 10 and page ads in the Febru- 
ary Reader’s Digest and Fortune. 


s In April, May and June, a mag- 
azine campaign will run in ten 
magazines based on the theme 
“How does your kitchen rate on 
the electrical living scale?’ The ad 
pictures and lists the various elec- 
tric appliances available and asks 
the housewife to check off the ones 
she owns to find out if her kitchen 
is “just wonderful,” “enjoyable,” 
“bearable” or just “roughing it.” 

The ads also offer a free idea 
book (available at local utilities) 
containing “hundreds of practical 
hints for making life pleasanter, 
easier” electrically. 

The media list includes Better 
Homes & Gardens, Good House- 
keeping, House Beautiful, Ladies’ 
Home Journal, Life, Look, Mc- 
Call’s, Progressive Farmer, Sunset 
Magazine and The Saturday Eve- 
ning Post. 

Once each month, it was an- 
nounced, the Ronald Regan family 
will demonstrate their new all- 
electric home on three-minute trips 
during “GE Theater.” 

Westinghouse will also devote tv 
time to the program on its “Studio 
One” Feb. 1. 

In addition to the national cam- 
paign, an elaborate local program is 
also being set up. It is estimated 
that more than 20,000,000 lines of 
newspaper advertising will be 
placed within the next four months 
through utilities, retailers, distrib- 
utors, dealers, bankers, builders 
and other trade allies. 


® A special newspaper supplement 
is being issued through Publishers 
Auxiliary to 11,734 daily and 
weekly newspapers. In addition, 
special promotion kits containing 
specific ideas and materials for 
dealers, contractors and builders 


Revion Inc.'s 
creamy lipstick, which was refor- 
mulated and reintroduced last fall, 


mote its special qualities. One of 
| Revlon’s three basic lipstick types, 
| Lustrous is for women with dry, 
rough or chapped lips. Advertis- 
ing is running on Revlon’s net- 
work television programs and will 


Osborn, New York, is the agency. 
‘SI’ Corrects Figures 


that the advertising revenue fig- 
ures furnished by the 
cation to ADVERTISING Ace (AA, 
Jan. 21) actually covered only the 
national edition and did not in- 
clude ad revenue for regional edi- 
tions. 
1956 and $2,296,600 in 1955, cor- 
rect revenue totals should be $4,- 
566,529 in "56 and $2,946,955 in 


55. 


Lustrous extra 


has started a campaign to pro-| 


also include newspapers and mag-|* 
azines. Batten, Barton, Durstine & | 


Sports Illustrated has reported | 


publi- | 


Instead of $3,542,562 in| 


and beans label in this color page 


ern edition carries Swanson ads) 
Needham, Louis & Brorby, Chicago 
is the agency. 


PREMIUM—Campbell Soup Co. offers 
a tablecloth set for $2.25 and a pork 
scheduled for the eastern edition of 
| Family Weekly, Feb. 24 (the west- | 


Batten, Barton, Durstine & Os- 
born is the agency. - 


Lane Bryant Joins 
Mennen in Educating 
Expectant Mothers 


New York, Jan. 31—Mennen Co., 
which last month launched a baby 
products campaign aimed at glam- 
orizing the “lady-in-waiting” (AA, 
Dec. 3, 56), this month is busy ed- 
ucating her. 

In collaboration with Lane 
Bryant, department store which 
pioneered maternity fashions, Men- 
nen is sponsoring “educational pro- 
grams” for expectant mothers in 
approximately 20 cities. 

More than 1,000 mothers-to-be 
are expected to attend the first 
program, to be held Feb. 20 at New 
York’s Hotel Astor. Lane Bryant 
is promoting the program in its 
newspaper ads, and radio and tv 
publicity has been lined up. 
Mennen also is contacting physi- 
cians, hospitals, obstetrical clinics, 
the Red Cross, Visiting Nurse 
Assn., and the various health in- 
surance plans. 

The “educational” programs will 
include (1) a concert by the ABC- 
Paramount orchestra, (2) Mimi 
Benzell (a lady-in-waiting her- 
self), singing her favorite lullabies, 
(3) a talk by Dr. Alan F. Gutt- 
macher, director of obstetrics & 
gynecology at Mt. Sinai Hospital, 
(4) tips on beauty care by tv star 
Richard Willis, (5) a Lane Bryant 
fashion show featuring the high- 
fashion maternity clothes shown in 
Mennen magazine advertising and 
(6) a screening of Danny Kaye's 
Unesco film, “Assignment Chil- 
dren.” 


® According to William G. Mennen 
Jr., exec vp, who will be host at 
the programs, “Every arrangement 
has been made for the comfort of 
those attending. For any lady-in- 
waiting who cannot wait, we have 
made special arrangements to pro- 
vide required care. In fact, any 
lady who attends and gives birth to 
her baby within 24 hours will re- 
ceive a $500 government bond from 
the Mennen Co. A person who 
guesses the birth date of an ex- 
pected baby will receive a $25 
bond.” 
| Grey Advertising Agency, New 
| York, is the agency in attendance. 


‘Motor Guide’ Goes Monthly 


Motor Guide, formerly a pocket- 
|size bi-monthly, will gotoa 
standard-size format with the 
March issue and will be published 
monthly, according to Great Amer- 
ican Publications, New York. 


|Guide, part of Great American’s 


|motor group, will change its b&w 
| page rate from $300 to $360. Cover 
price will remain 25¢. 


NYCRR Promotes Chapman 
John H. Chapman, a member of 

the public relations department of 

the New York Central Railroad, 


‘|New York, has been appointed 


»|/mManager of community relations 
for the company. 
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Thank You, Advertisers... 


... for the greatest advertising year in Washington Post 


and Times Herald History. 


During 1956 The Washington Post and Times Herald 
gained 1,689,000 lines of advertising while each of the 


other papers lost over 670,000 lines. 


The Washington Post and Times Herald’s 415,000 
Sunday and 385,000 daily circulation—by far the largest* 
in Washington—makes it the most productive and profit- 


able selling medium in Washington. 


*130,000 more circulation than the Evening Star, 
124,000 more than the Sunday Star, 
211,000 more than the Daily News 
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Another true-to-life story abvut some make-believe characters 


Who in the world 


saves money 


in Chicago? 


Aus King was in the counting room counting up collateral. Tae 
A battery of fiscal queens were at the calculators calculating interest. <a ‘ 

It was the usual busy, busy day at King’s King-Size 
Savings & Loan ee . = Association. 

Now Alonzo King didn’t do business in a white marbled skyscraper with 
gold leaf balcony. He had built a new-fangled, functional establishment to serve the 


— 
ai And the long 


string of golden goose-eggs in King’s S. & L. Assoc. capitalizati00000000000000n 


financial needs of the lunch pail and bandanna set. 


statement proved how well he had succeeded. 
But Alonzo wanted still more 00000000000000’s. 


And he figured the best way to get them was to increase his business with the rank and 


file mob-ility 


ee 
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‘Let the banks cater to the Four Hundred,” advised Alonzo. 
**We’ll concentrate on the Four Million.” 

But before Alonzo went further in plans for expansion, he decided to 
check with Joe, super-duper sleuther from the Chicago Tribune advertising staff, to 
find out what he knew about who saves money and where ee in Chicago. 

And here’s what Joe knew about the people who save in Chicago: 
According to a survey made among 3,880 Chicago families, 61.1% have savings 
accounts—41.8% save in banks only, 8.0% in savings and loan associations only, and 
11.3% save in both. But here’s where the surprise as ta came in. 
There was little or no difference in education, income or occupational level between 
the people who saved in banks and those who saved in savings and loan institutions. 
For example, families with incomes in excess of $7,000 made up 31.3% of the bank 


(Ahe, 
savers /¢ and 34.9% of the savings and loan savers. ‘‘White-collar” 


ANS 
workers made up 44.5% of the bank savers and 44.4% of the savings and loan 
savers. The same similarity between the two groups existed in age and education 
of male head of household. 


“Well, well, compound my interest and double my assets!” ejaculated 


Alonzo, “I guess the savings and loan associations are doing business with the same 


P 


people the banks are. And the entire Chicago market is now our oyster.” 
“And speaking of the entire Chicago market,” chimed in Joe, ‘‘any 


time you’re interested, I’d be glad to give you facts and figures on the one medium 
{= = 
that covers _— it effectively.” 


wl [T | faw » 


Nobody knows Chicago like the Tribune. Nothing sells Chicago like 


the Tribune. And Joe’s just the one to give the facts to you. 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 
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Emoting Over the Other Fellow’s Mote 


Today we are a little fed up with self-righteousness, including 
our own. (A movie trade paper has been having some fun pointing 
out that while our columnists deplore the indecent sexiness of some 
movie ads, our own ad and editorial columns occasionally carry 
material which might not get by the movie code makers.) 

But today’s sermon concerns the self-righteousness of newspaper 
critics and writers who delight in raising particular hell with tele- 
vision advertisers, the while they fail to observe the mote in their 
own eyes. Not, you understand, that we believe tv advertising is 
beyond criticism; it’s just that pointing the holy finger of scorn at 
broadcast advertisers seems to be a favorite sport of some writing 
men. 

Jack Mabley, a columnist in the Chicago Daily News, has set us 
off this time, with some fighting language about tv programs ad- 
dressed to children. “The assault on the minds of our children by 
television eivertisers who have little but contempt for the kids is 
as bad as ever,” he said, in an assist to the radio-tv editor of that 
newspaper, ae is on a more or less constant crusade to rid chil- 
dren’s programs of crime and violence. 

Mr. Mabley writes indignantly, as does Miss Daccardo, the radio- 
tv editor, of “bloodletting and sickeningly detailed violence,” the 
“shooting, knifing and torturing that hypnotizes juvenile minds,” 
“the subtle poison” that is “perverting” young minds, and winds up 
with the assertion that advertisers have no conscience. 

Oh well, maybe he’s right. But all through recorded history kids 
apparently have liked violence and scarey stuff of one kind or an- 
other, and the world’s favorite fairy tales would be horribly emascu- 
lated if all the murder and mayhem were removed. But that isn’t 
the point either. 

The point is that if we’re going to have a crusade against violence 
directed at children, let’s not pick on broadcast advertisers alone. 
Let’s not neglect to mention a number of “comic strips” appearing 
regularly in newspapers which deal in bloodletting, detailed violence 
and shooting, knifing and torturing, day in and day out. Let's not 
forget that books and movies and paintings (some of them classics) 
are pretty rough on really sensitive stomachs. 

And while we're at it, Mr. Mabley—are you sure your own news- 
paper had to print all the “sickeningly detailed’ material on the 
murder of those two teen-age girls that appeared in the same issue 
in which you took out after those wayward tv advertisers? 


Advertising’s Own Inflation Scheme 


It might be a good idea for the advertising business to take a look 
at its own particular brand of inflation. 

As in all other businesses, there is the tendency to “round off” 
a figure, almost invariably upward. Thus an account billing, say, 
$650,000 becomes a “three quarters of a million’ account; and an 
advertiser actually spending $300,000 announces proudly that he is 
now running “at the rate of” half a million a year. 

But these are normal exaggerations, in all businesses. We 
are concerned here with “official’’ exaggerations, built into media 
billings figures by the strange device of reporting “gross” adver- 
tising, based on the one-time rate, when in many cases this is a 
substantial exaggeration of the true income. 

We have pointed out previousiy that this has always tended to 
make network “gross time sales” 
discounts here are substantial. 


true 


a kind of nonsense figure, since 
And now that so many magazines 
and newspapers are building frequency and quantity discounts into 
their rate structures, the silly practice of quoting “gross” 
more widespread. 

We're all for statistics, but we don't see much point in know- 
ingly presenting figures that are purely imaginary 
figures are. 


is becoming 


, aS Many “gross” 


| 


—Harry V. Ecklund, Western Advertising Agency, Racine, Wis. 


“Do you suppose he really meant it, 
‘Working in an agency has had a broadening influence on you?’” 


| 


Gladys, when he told me, 


What They're Saying 


Eight Commandments 


_of Good Business 


| 


| 


Below is a list of business com- 
mandments in which we believe} 
and by which we strive to be guid- 
ed. If we fail to keep them, we 
hope that you will tell us so. 


1. A Customer 
is the most important person in 
any business. 


to 


. A Customer 
is not dependent on us—we are 
dependent on him. 


3. A Customer 
is not an interruption of our 
work—he is the purpose of it. 


= 


. A Customer 

does us a favor when he calls— 
we are not doing him a favor by | 
serving him. 


5. A Customer 
is part of our business—not an 
outsider. 


6. A Customer 
is a person who brings us his 
wants—it is our job to fill those 
wants. 


7. A Customer 
deserves the most courteous and 
attentive treatment we can give 
him. 


8. A Customer 
is the life-blood of this bank. 


—Dec. 31 Statement of Condition, Glen 
Ridge Trust Co., Glen Ridge, N. J. 


Ad Liberties | 

I’m convinced, after looking | 
over the ads we receive from 
manufacturers of products de-| 
signed for do-it-yourselfers, that| 
I’m out of style. Apparently, if I’m | 
to keep up with the ads, I’d better 
start reporting to work in a tux- 
edo. 

In emphasizing the “easy-to-do” 


or “easy-to-apply” qualities 


| their products, admen have either | 


of) 


lost touch with reality or have in 
their circle of do-it-yourself 
friends some of the neatest folks 
you’d ever want to meet. 

One paint ad shows a beautiful 
young lady painting screens. She’s 
in a tailored blouse and fancy 
slacks. No paint on her fingers. No 
paint in her well-groomed hair. 
No paint on the brush. But she’s 
happy, ‘cause painting screens is 
so easy! ... 

I particularly like the ad show- 
ing a “his and hers” workshop in 
the basement. Bright new tools, 
hanging on panels harmoniously 
painted, cover the walls. These 
folks are really in business. Well 
dressed, he’s ripping a board on 


|}senger business 


| 1957, 


his power saw. No sawdust. She's 
fussy about her cellar floor, so} 
must keep a broom going while | 
he’s cutting. But in the picture 
she’s dabbling with a drill press. | 
Better hurry, dear, coffee’s boiling. 
Besides, in that outfit you belong 
upstairs. 


—From an advertisement of George E. 
Kimball & Son, Hingham, Mass., in | 
Building Supply News. 


It Takes Coordination | 
Advertising alone is no longer | 
enough. Advertising only pays) 
maximum dividends when all the} 
other factors of selling are skilfully 
coordinated and controlled. The 
product must be good. It must be 
correctly priced, well packaged, 
widely distributed, skilfully mar-| 
keted and merchandised. This is 
particularly true of the toiletries 
and cosmetics markets. Here par- 
ticularly woman is fickle and sel- 
|}dom loyal to one brand for long. 
|\Thus imaginative packaging and 
advertising can pay off handsome- 


ly if accompanied by careful prod- 


luct research, marketing and wide | 
point of sale display. 


—Colin Hunter, M.A., M.LP.A., 
account executive, London Press Ex- 


change, London, England, speaking at | 
| 


a meeting of the Coiffeurs’ Circle. 


jraphers Assn. of America, 


Advertising Age, February 4, 1957 


| Rough Proofs 


Those who wonder why the rail- 
roads have lost most of their pas- 
to the airlines 
should spend a night on the rock 
’n’ roll vehicles laughingly re- 
ferred to as “sleepers.” 

eo 


This is between-seasons in the 
sports world, and that is why even 
the slightest hint that a major 
league baseball player is dissatis- 
fied with his financial lot is treated 
as a major news story. 

« 


“A new Renault, delivered when 
you land, sets you free to roam, 
to linger, to explore the Europe 
most tourists never see!” 

Yes, but how far does 
from an American bar? 

e 

Margie McNally, Miss Rheingold 
is shown in the ads travel- 
ing to so many places it’s practical- 
ly a cinch that Miss Rand is close 


it get 


| behind her. 


€ 

“Your legs are lovelier in ny- 
lons,” says Du Pont. “Fashion loves 
you (and so does he!) in today’s 
beautiful nylons. They’re so flat- 


tering. So feminine. So come- 
hither.” 
Does Jayne Mansfield know 


about this new emphasis on legs? 
e 

“Just between us, it’s the only 
vodka I can even pronounce,” says 
a friend of Hiram Walker’s. 

That’s important, especially to 
the cash register. 

. 

“With new hotels under con- 
struction in leading world capitals, 
the Hilton City of Fine Hotels is 
ever-expanding in magnitude and 
rapidly growing in international 
significance.” 

And that’s no Istanbul. 

. ° 

Arthur Godfrey is going to do 
some international broadcasting 
while on his African safari. 

And those lions, rhinos and ele- 
phants had better be on their best 
behavior, too! 

- 


“The only reason for type,” 
marks 


re- 
the Advertising Typog- 
“is the 
communication of ideas.” 
The word hasn’t yet been passed 
to every layout man. 
. 


“When a fella needs a friend” is 
a piece by Dr. Baker, of Cornell’s 
Research Laboratory for Diseases 
of Dogs, published as a _ public 
service by the Gaines Research 
Kennels. 

And no doubt fully appreciated 
by the entire canine public. 

e 

“Are juries giving away too 
much money?” asks a headline in 
Reader’s Digest. 

Do you want the answer from 
the plaintiffs or the defendants? 

. 

This is the kind of old-fashioned, 
snow-filled winter that the manu- 
facturers hope will bring back the 
tire chain to popularity. 

. 

President Eisenhower has suc- 
cessfully surmounted the first ob- 
stacle of his second term—riding 
for three hours in an open car in a 


senior| parade with the temperature be- 


low freezing. 
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Despar for a Hero's Wile : 


Yes, until the Inquirer acted! 


pe 


—a, ll 


On September 13, 1956, George Dorsey was a 30-year-old Philadelphia policeman 
with three small children and a life of challenge and hope. One day later, he was 
in a hospital bed, completely paralyzed by a gunman’s bullet. His future a ques- 


tion mark. 
While George Dorsey struggled to regain some measure of physical usef ulness, his 
L oy a [ ly toa oe faced the bleak prospect of losing their home, their possessions, 
And then, The Philadelphia Inquirer Charities, Inc.—a fund established for 
news pa per charitable purposes—rose to a need. 


An appeal for the Dorseys appeared in the columns of The Inquirer. In just 11 
. ey" days, 25,000 responsive Inquirer readers contributed over $115,000 to insure 
doesn t just the Dorseys’ future. 

{i People respond eagerly and magnificently to a cause only when they have complete 
ff belief in the integrity of the defender of that cause. It is this kind of loyalty that 
a happen The Inquirer evokes in Delaware Valley. This same loyalty is also shared by 
Inquirer advertisers. 


The Philadelphia Prquirer 


Now tm its 24th consecutive year of total advertising leadership 


Exclusive Advertising Representatives: West Coast Representatives: 
NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
ROBERT T. DEVLIN, JR. EDWARD J. LYNCH RICHARD |. KRUG FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 
342 Madison Ave. 20 N. Wacker Drive Penobscot Bidg. 155 Montgomery St. 3460 Wilshire Boulevard 
Murray Hill 2-5838~- Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Dunkirk 5-3557 


MEMBER: METROPOLITAN SUNDAY NEWSPAPERS « FIRST 3 MARKETS GROUP 
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(including gasoline and lubricants) 
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America reads 


ee iy | i ee ee ee ee ete oa ieee ch ae ee re occ ee ee RS hg CP aie RSI adie Se ccc BaP OE, 0 hee et Gd ri iii ay Baan oe 
Bs. co BM ie af a Pa Be aie ia I al ae wer re ites 3s ie ae Mes ain h a as 5. ae iia) eis ae * : ae peel > ae re Tena e i a ES a tesnig EO gen are 5 it eh ae ns 
7 ee tee MS as ie coe en Ree alin ao a ee | ee ee fe oe Oia oP fy a ne Org cea as ee a ae ene ere ; ee sa ea us a 
i ° aa 1 ae ge Oe Os ine ee eae i as eR ae ek ee te Fo eee SS ee a etyiteae = : eee ome ss 
aie ia a ie ei ee ee | ee lr. ee ae wees) i. oe ee” bast ig Lee Ne ina: a ei, Menor 
ae Mice ats iis 5 , = is ae a a ie roar ee re es eee — Gee One oa i Pi oe Cr eae RL 
fe » : ‘ , Se 
ane oo ae 
i ‘ 
* ores, " ae ee a 
| Thess pee 
i a ALS 
s 1 a . 
. : 4 oe oe “ ; 
; ‘Su 
; = ahd eal 
oe be os — rg 
a. pay aces 
ea gs = ie geek 
= : s ying 
os “6 sg Sune ve ee x5 
oe : cere marr. Sue. “6 
ay eee n> Se. * Ce en ee oe ‘ —— 
iy ioe ‘el agers, PN cathy 1 ir is, i, 7 teenie imam = 4 
me Ae tonnes : : eS i Raat : oe “ fase ria : ce. oe : 5 
ee sa 
ic 
ie 
or ; 
vs 
ies 
eS by 
a oa 
strong 
oe eat 
nae ee 
+, 
ee . 
gen” : 
tee: : j 
a. 
ail Mee oot gs | 
aes _ 2 : 
 ? Pay a 
: thigh ey 
mae a se se 
rae ty ‘ 
‘ ‘ ; 
a 7 
; . ee { 
eee ' 
7 #e 
ms pa. 
oe : 
a Ui ; 
te | 
ae 
ae { 
Pe 
hae : 
ine : 
ene : 
eh : 
as : 
ea 
ene 
ira 
ce 
Bi ae? ; PAGES 
a ; 
hes, | 
belaeaia 
dpm. ; 
Pies Py 
oe ’ 
Pier) 
igen 
Oe es, ; 
5 ae 
ey 
ene : 
ae ar ; 
ee / 
ll ae | 
en - 
alot or 4 
Set ee 
ets vo 
i sas 
ed | 
7 ae 
ee 
ee 
eo tee 
i re a 
me Pe 
+ 2 
*. & 
| aa 
: | es 
: 
ee | 
mn 
f ae 
‘ ; | e 
; ir = 
pan Se, “ 
ae oem 
Oh: na 
pcs 
one mane 
od Source: 
ry ral Md bade 
a Been a 
Pr eR, + a 
aac a 
eee a “id 
} - 
= ie 
2 ‘ 
om 4 y . ’ . : : 3 ar tel es ‘i ans, die Ne z 4 : P . ibe : $ tae ig i Se abe eer a 4 i bani; = 5 om re = Sak ie tlasi o no he ore i or é 
Miia: é ajiabins ees ee ee DEER yO ois - - ee es 2 ae ee 
oe , : ae a nm fas Rs ay na ate Ba Re Me oe Wess ‘ " 2 mre cn an erie ios oa "ee a) Sete 
S Eo} TEE SS ert Nee geter Sy gion aoe ra ; — . pi rig th Ot: ees eee gir Wate aaa Pe Oe eta ‘ a ee onl a ~ 5 Bee ne ea : Peay 
Si aS SR aa a Nl ae OL |G dea ntars Ree lg al hee ee es Cg 05 ten a Na area alle ee Be 2! ee 
ame | ge Re erie ret are Ne oe ee Ce ay eae Nace | i fe er eM a sw oe dae aie a Ge a ei aes ere er ae een ee ' ; : 
“ : aoe cs ee J: med es Pa re ee ery el ea Jee Sse : eee ree Demet ee ke eg je se : 
“he, ie a wi Sip he ulate. s ; me a ey Se ait => ee eet eu eee a wie Lge a a ee Sees oa cera ake i - ue fea re AS ee 


as) re 


EMEP soc ea weee 


CHEE 5 86 8 co 


NEWSWEEK 


we: . Sonar 


-EVEN BIGGER LEAD IN 
PASSENGER-CAR AND 
TRUCK ADVERTISING 


The 1956 figures are in—and not only does the 
Post maintain its position as the industry’s 
No. 1 advertising medium—it’s increased its 
leadership margin over the nearest rival in both 
passenger-car and truck advertising pages. 
There are many reasons why automotive ad- 
vertisers are relying on the Post more than ever 


1956 PASSENGER-CAR 
ADVERTISING 


314 


293 


212 


170 


before. In this year of peak competition, they 
know it offers the best way of reaching the 
people who buy. And they know these people 
have confidence in the Post—and what appears 
in its pages. As a result, they are placing more 
of their advertising in The Saturday Evening 
Post than in any other magazine. 


POST, . i eeswea. 


NEWSWEEK. 
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~The Saturday Evening | 


1956 COMMERCIAL TRUCK 
AND VEHICLE ADVERTISING 
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Two Join Mahoney & Howard 

Mahoney & Howard Advertising, 
New York, has appointed Robert 
Rothschild a vp and account super- 
visor and Richard H. Stinnette vp 
in charge of merchandising and 
promotion. Mr. Rothschild former- 
ly was with Shivell-Hall Co. Mr. 
Stinnette previously was eastern 
advertising manager of California 
Fashion Publications. 


Dow Jones Buys Building 

Dow Jones & Co., publisher of 
the Wall Street Journal, has bought 
the Western Union Telegraph Co. 
office building at 38-40 Broad St., 
New York. The six-story building 
adjoins the Journal’s offices, 1lo- 
cated at 44 Broad St. The acqui- 
|sition “will provide expansion 
space” and almost double the 
newspaper’s present office space. 


months. This 
only 3 of the 


Of all glls Magazine 
households surveyed, 43.3% 


reported spending more than $200 
on vacation travel during 12 


is exceeded by 
54 magazines 


appearing in the report. 


1,176,014 Elks comprise a mass market with 

class incomes the median of which is $6,050. The 
Starch 51st Consumer Magazine Report gives the complete 
picture. Just write or phone to see a copy. 


THE 


MAGAZINE 


New York - Chicago + Los Angeles - Portland, Ore. 


Darrell Prutzman Associates 
Formed in Providence 

Darrell Prutzman Associates, a 
new agency, has been formed, 
with offices at 85 Westminster St., 
Providence, R. I. President is C. 
Darrell Prutzman, who was part- 
ner in charge of plans, creative 
standard and merchandising of 
Horton-Noyes Co. until the agen- 
cy partnership was dissolved on 
Dec. 31 (AA, Nov. 19, ’56). The 
agency reports billings in excess 
of $1,000,000. 

Other principals of the agency 
are Theodore F. Goodchild, vp; 
Robert A. Burns, copy director; 
Richard S. Winship, marketing 
and sales development director; 
William N. Simonds, account ex- 
ecutive; William J. Gardner, man- 
ager of art and production, and 
Donald A. Paulhus, art director. 
With the exception of Mr. Win- 
ship, who formerly was ad man- 
ager of W. & J. Sloane, director 
of marketing of Lawrence Fertig 
& Co. and merchandising manager 
of Schenley Distillers, all had 
been executives of Horton-Noyes. 


Cawley Resigns as Luft Head; 
MacPherson Named Sales VP 

John A. Cawley has resigned a: 
president, general manager and a 
director of George W. Luft Co., 
New York. Formerly a vp of Miles 
Laboratories, he was named presi- 
dent of the cosmetic company in 
1954, succeeding Constance Luft 
Huhn, now chairman of the board. 
Mr. Cawley has not announced fu- 
ture plans, and Luft has not 
named his successor. 

Irving P. MacPherson Jr., for- 
merly vp and director of market- 
ing with Warwick & Legler, has 
joined Luft as vp in charge of 
domestic and foreign sales and a 
director. 


Stasen Joins Katz Agency 

Howard J. Stasen, for several 
years media supervisor of Miller 
Brewing Co., Milwaukee, has been 
appointed to the radio division of 
the Katz Agency, national adver- 
tising representative. He will work 
out of the Chicago office. 


As soon as you admit that one person may be a 
more logical prospect than another, or a more 
important customer, you have established the 
fundamental tenet of intelligent media selection. 


Advertising Age, February 4, 1957 


Getting Personal 


Hughston McBain, chairman of Marshall Field & Co., has been 
elected lst vp of the Chicago Natural History Museum to succeed the 
late Marshall Fieid. Walther Buchen, president of The Buchen Co., a 
trustee of the museum since 
1952, has been moved up to 
2nd vp... 

Morris B. Rotman, head of 
Harshe-Rotman Inc., Chica- 
go pr counsel, has been elect- 
ed a member of the Young 
Presidents Organization. . . 

Chairman of the advertis- 
ing group in the °57 fund 
drive of the Chicago Heart 
Assn. is Daniel J. Sullivan, 
account exec of Foote, Cone 
& Belding. Co-chairmen of 
the publishers group are 
Roger Thorsen and Sandy 
Barba of Time Inc., and 
Frank S. Calvin, western 
manager of Chain Store Age. 
Co-chairmen of the news- 
papers, radio and tv group 
are Wilbur F. Bohnsack, 
general advertising depart- 
ment, Chicago Tribune, and 
Carroll Marts, vp of the cen- 
tral division, Mutual Broad- 
casting System. . . 

Halsey Davidson, vp of 
Campbell-Ewald Co., De- 
troit, has been appointed a 
member of the board of the 
Development Council of the 
University of Michigan. Mr. 


GET-TOGETHER—Russ Van Gunten, 
left, who retired from Foote, Cone 
& Belding in 1955, has a visit—at 
his Palm Beach home—from 
George R. Stege Jr., right, vp of 
Leo Burnett Co., Chicago. The Van 
Gunten program these days in- 
cludes frequent visits at the Lady 
Lake home of Larry Meyer, for- 


mer ad manager of International Davidson is a Phi Beta 
Cellucotton Products. Kappa graduate of the uni- 
versity. . . 


Mr. and Mrs. R. R. Beck (he’s national advertising manager of 
the Philadelphia Inquirer) and Mr. and Mrs. A. B. Heilig (Mr. Heilig 
is treasurer of Campbell Soup Co.) have chartered an 84-ft. sloop 
to cruise through the Bahamas... 

Lloyd E. Yoder, general manager of WRCV and WRCV-TYV, Phil- 
adelphia, has been named chairman of a four-man committee to 
arrange the annual dinner for the Chamber of Commerce of Greater 
Philadelphia on April 29... 


Goodman 


Lucking Wile Seixas Owen 


$O-LONG TO A GOOD GuY—Agency and liquor industry people gathered 
in New York recently to pay tribute to Earle W. Capwell, retiring 
advertising manager of Browne Vintners Co., wine and spirits im- 
port division of Seagram Distillers. At the head table (Il. to r.): 
Milton Goodman, president, Lawrence C. Gumbinner Advertising 
Agency; Hank Lucking, The New Yorker; Oscar J. Wile, chairman, 
Browne Vintners; Mr. Capwell; Marc (Pete) Seixas, Reach, Yates 
& Mattoon; and John H. Owen, Doherty, Clifford, Steers & Shen- 
field. 


Capwell 


Tycho R. Weil, art director of Morey, Humm & Warwick, New 
York, has been awarded first prize for his postage stamp design in 
the New York Art Directors Club competition. The entry will be 
submitted for national judging in the U.S. Air Force 50th anniver- 
sary commemorative stamp competition. . . 

Joseph F. Matlack, vp of Edward Stern & Co., and general chair- 
man of the observance of Printing Week in Philadelphia, was named 
graphic arts Man of the Year—first printing week chairman to 
receive the award. It was presented at a luncheon Jan. 14... 

Earl A. Buckley, head of the Buckley Organization, Philadelphia, 
is the author of the fourth edition of a 260-page book, “How to Write 
Better Business Letters.” It was published by McGraw-Hill on 
Jan. 21... 

Leon S. Wayburn, executive vp of Luckoff & Wayburn, Detroit, 
has been elected a member of the board of trustees of the National 
Jewish Hospital, Denver. Another newly-elected trustee is Louis 
B. Seltzer, editor of the Cleveland Press. . . 


Gordon R. Blair, ad manager of Mecanica Popular, Chicago, and 
his wife Peggy have a new baby named Christopher, who arrived 
Jan. 13, weighing in at 8 lb., 6% oz. Now there are three boys and 
a girl in the Blair family. . . Jim A. Jordan, sales administrator of 
Station WJJD, Chicago, has announced the arrival of a daughter 
who has been named Kathleen Anne.. . 
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YOUNG & RUBICAM, INC. 
ADVERTISING 


New York « Chicago «+ Detroit * San Francisco *« LosAngeles «+ Hollywood * Montreal * Toronto *« Mexico City «+ SanJduan *« London 
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Harold Rosentield, 
‘Buffalo Courier’ Ad 
Manager, Dies at 58 


BurraLto, Jan. 29—Harold A. 
Rosenfield, 58, advertising direc- 
tor of the Buffalo Courier Express, 


1,102,500 


people who spend died yesterday of a heart attack in 
his home. He awoke early yester- 
$1 339,059,000 24 day morning, complaining of not 
total retail sales feeling well, and died 15 minutes 
$.M. Buying Power later. 


Born in Buffalo, Mr. Rosenfield 
got his first job with the Buffalo 
Evening News. He was in his 38th 
year at the Courier Express. A 
year ago he was made assistant 
advertising director, and Dec. 27, 
56, he was named advertising di- 
rector. 


Represented By 
AVERY-KNODEL 


Mr. Rosenfield was in Chicago 
last week to attend the Newspa- 
per Advertising Executives Assn. 
meeting, following which he and 
Howard W. Clother, treasurer of 
the Courier Express, flew to Miami 
to join Publisher William J. Con- 
ners III for a conference. They 
returned Saturday night. 


ALFRED J. WARD 

New York, Jan. 29—Alfred J. 
Ward, 70, former advertising man- 
ager of Blair & Co., investment 
banker, died yesterday at his home 
in Forest Hills, N. Y., after a long 
illness. Born in Chicago, he was 
graduated from Northwestern Uni- 
versity in 1910. Earlier in his ca- 
reer he was an advertising repre- 
sentative for the Chicago Tribune 
and the New York Evening Post. 
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San Franciscaws are sold ow KRON-7TV 


CINEMA 
SHOWPLACE 
AVAILABLE 


Mon. Tues.10:30 -12 


S$. F. CHRONICLE + NBC AFFILIATE » CHANNEL 4 + PETERS, GRIFFIN, WOODWARD 


Advertising Age, February 4, 1957 


OTTO STAHL 

New York, Jan. 29—Otto Stahl, 
85, a founder and honorary chair- 
man of the executive committee of 
Stahl-Meyer, meat packer, died 
yesterday at his home in Stamford, 
Conn., after a long illness. Born 
in Germany, he came to the U. S. 
as a young man and, in 1895, 
started his own retail meat store 
here. It developed into a meat 
packing concern, with Mr. Stahl 
as president. The company was 
merged in 1928 with Louis Meyer 
& Co. Mr. Stahl became board 
chairman and later honorary ex- 
ecutive committee chairman. He 
was a member and a former di- 
rector of the American Meat Insti- 
tute. 


ALBERT P. McNAMEE 

Waite Piains, N.Y., Jan. 29— 
Albert P. McNamee, 62, McCall’s’ 
manager of sales development, 
died Jan. 23 at White Plains Hos- 
pital. A resident of Scarsdale, he 
had been ill for the past few 
months. He had been with McCall’s 
for 30 years. 

A member of McCall’s’ adver- 
tising sales staff since 1927, Mr. 
McNamee was one of the best- 
known and best-informed men in 
the home appliance field. He 
served for many years as the mag- 
azine’s manager of home appliance 
marketing and last year was 
named director of McCall’s’ Use- 
Tested tag program. 

Born in Cambridge, Mass., Mr. 
McNamee graduated from Tufts 
College in 1918 and completed 
post-graduate work at Harvard 
graduate school of business admin- 
istration. 


WILLIAM J. REID 

Toronto, Jan. 29—William 
James Reid, 62, advertising sales 
manager for Twentieth Century 
Fox Corp. Ltd., died Jan.20. Born 
and educated in Toronto he had 
been in the film distribution busi- 
ness more than 40 years, first with 
Fox, then, after amalgamation of 
Fox and Twentieth Century, with 
the Twentieth Century Fox Corp. 
Ltd. 


Ruppert Changes Beer Name 

Jacob Ruppert, New York brew- 
er, has changed the name of its 
Ruppiner dark beer to Knicker- 
bocker to coordinate all of its prod- 
ucts under one brand name. Prod- 
uct promotion for the dark beer 
will be included in all of the brew- 
ery’s future advertising. The dark 
beer has not been pushed recently 
but it has been a Ruppert product 
since 1867. Warwick & Legler is 
the agency. 
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Sign up now to reach many of the 
most responsible Officers of the U. S. 
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Write or phone the nearest Army 
Times office for sample copies, rates, 
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Magazines have scored a 22% gain in advertising pages 
since 1950. But the gain shown by magazines in the news 
and management field is more than double that figure—a 
healthy 48.6%. In both fields ““U.S.News & WorLD 
Report” stands out—in first place. 


U.S.News & World Report 


. leads the news and management field in 
advertising page gains. 
. leads all magazines in advertising page gains. 
. . leads the field in net paid circulation gains. 
. leads the field in newsstand sales gains. 


There is good reason why these facts of record are what 
they are. ““U.S.News & WorLp REpor’’’ concentrates 
exclusively on the essential news—original and useful 
news which can be found nowhere else. As a result, it has 
attracted—and only through the most voluntary 
circulation methods—a bigger and bigger market of 
America’s high-income managerial men of 

importance and their families. 


An advertising dollar invested in ““U.S.NeEws & WorLp 
REporT’”’ buys more managerial circulation, and more 
families with incomes of $7,500 or more and $10,000 or 
more than in any other magazine in the field. More and 
more major companies realize the efficiency, the economy, 
the effectiveness of advertising in ““U.S.NEws & Wor Lp 
Report.” It covers—and converts—their 

very best prospects. 


Put its unique advertising power behind your 
selling efforts —now. 


TOP 10 MAGAZINES 
IN PAGE GAINS 


1950 vs. 1956 
Page Gain 


NEW YORKER . 
FORTUNE 


6. SUNSET... 

7. NEWSWEEK .......... 

8. LIVING......... 

9. CHARM ........ 

10. FORBES............. 380.77 


Source: Publishers Information Bureau 


eee THAN 875,000 NET PAID CIRCULATION 


...@ market not duplicated by any other magazine in the field 
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TOTAL ADVERTISING PAGES 
News and Management Field, 1950 vs. 1956 


1950 1956 Page Gain 

. WAM ii ae 1,116.49... 3,204.49... . 2,088.00 
BUSINESS WEEK .......... 3,788.64 . .. 5,863.80... 2,075.16 
FORTUNE. oa 1,175.25... 2,033.50... 858.25 
NEWSWEEK ...........00. 2538.84... 3250.64... 711.80 
NATION'S BUSINESS. ....... 39648... 544.35... 147.87 

2. ier 3,332.69... 3,449.89... 117.20 

: News and Management Field 12,348.39. . 18,346.67 . . . 5,998.28 

All Magazines... 68,320.97 . . 83,358.83 . . 15,037.86 

; Source: Publishers Information Bureau 


TOTAL NET PAID CIRCULATION 


USEFUL NEWS News and Management Field, 1950 vs. 1956 
FOR IMPORTANT 


PEOPLE June, 1950 June, 1956 Gain 


364,636... 820,978. . .456,342 
1,585,237. . .2,036,997. . .451,760 


NEWSWEEK 815,359. . 1,063,281. . .247,922 
NATION’S BUSINESS... 675,251... 776,287. . .101,036 
BUSINESS WEEK 202,344... 280,682... 78,338 
FORTUNE 253,432... 278,748... 25,316 


Source: Comparison of Publishers’ Statements to Audit 
Bureau of Circulations 


An essential magazine 


cssentiat to more ana ©—_AMMEPUCAS Class News Magazine 


more readers 


Advertising offices at 45 Rockefeller Plaza, New York 20, N. Y. Other 
Essential to more and offices in Boston, Philadelphia, Cleveland, Detroit, Chicago, St. Louis, 
more advertisers San Francisco, Los Angeles, and Washington, D. C. 
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You need this important segment of Michigan 


_ BATTLE CREEK RETAIL TRADING AREA 


HASTINGS 
I The ABC Battle Creek Trading Area consists of all or part of six Michigan 
i] counties. This important area is within the fastest-growing portion of the 
CHARLOTTE state. It is a proven market offering outstanding sales opportunities. 
sere. ecandace - etenensD Population Retail Sales Buying Income 
re 223,390 $268,880,000 $353,981,000 
j || sme CREEK Food Sales Drug Sales Automotive Sales 
co $70,395,000 $9,295,000 $63,737,000 
; MARSHALL = BION 
' y 1% of the famili this 6 t E nd N b- 
: Ws par ban ‘95% Of the nde dnd 8 deutinien t Aged ony oo No other 
' CALNOUN COmNTY advertising medium gives such complete and economical coverage of this 
ie” Ee ae big market. 
' BRANCH COUNTY ; 
1 We VSIESR da) ENQUIRER anp NEWS| 
& i Cowarer MICHIGAN Member of Federated Publications 
A.B.C. RETAIL Cereal Food REPRESENTED NATIONALLY BY 


TRADING AREA Capital of the World SAW VYER-FERGUSON-WALKER COMPANY 


Anderson Adds Willson Duties 

A. M. Anderson, merchandising 
manager of Ray-O-Vac Co., has 
beea given the additional respon- 
sibility for Willson sun glass mer- 
chandising and sales promotion. 
Ray-O-Vac purchased Willson in 
1955. 


Cullen Co. Names Dunn 

Robert E. Dunn has joined John 
W. Cullen Co., publishers’ repre- 
sentative, as a sales representative 
in the Chicago office. Mr. Dunn 
formerly held sales and sales pro- 
motion posts with Gillette Safety 
Razor Co. 


Tanner Joins ‘Together’ 

Ralph R. Tanner Jr., formerly 
with the Cape Cod Standard Times, 
has joined Together Magazine and 
the New Christian Advocate as a 
member of the New York sales 
staff. 
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|'McGraw-Hill office, 
/any company salesman, at $20. e 


Advertising Age, February 4, 1957 


McGraw-Hill Issues 
New ‘Industrial 
Market Workbook’ 


New York, Jan. 29—A second 
edition of McGraw-Hill Publish- 
ing Co.’s “Industrial Market Plan- 
ning Workbook,” revised and 
updated from the original version 
published some 30 months ago 
(AA, Sept. 6, 54), has been issued 
this week. 

Like its predecessor, the new 
244-page bound volume includes 
statistical data for a series of basic 
industries, this time broken down 
into 115 geographical areas. In 
each case, data is shown for total 
establishments, for larger employ- 
ers by personnel size group and 
for total employes. According to 
McGraw-Hill, application of these 
data makes it possible for a mar- 
keting executive to compare his 
share of the market with the po- 
tential for each area. 

A section of the book is devoted 
to parallel statistics showing the 
importance of each industry in 28 
states where leading industrial 
areas are found. Instructions are 
provided in the volume’s intro- 
duction, demonstrating how the 
data in the book may be used. 

Included in an inside cover 
jacket are two 40x27” wall maps, 
showing industrial areas and in- 
dustrial distributors, and a Market 
& Buyers Identification Chart. 

The volume is available at any 
or through 


Reliance Names Kornfeld A.M. 

Nat Kornfeld, formerly eastern 
regional director of the Student 
Marketing Institute, has been 
named advertising and sales pro- 
motion manager of Reliance Pencil 
Co., Mt. Vernon, N.Y., manufac- 
turer of pencils, ball point pens 
and erasers. Advertising emphasis 
during 1957 will be placed on 
Templar pencils and the Quillette 
ball point pen. 


Britannica Boosts Edwards 

Wilbur S. Edwards, formerly di- 
rector of distribution of Encyclo- 
paedia Britannica Films Inc., Wil- 
mette, Ill., has been elected vp of 
distribution. Before joining Ency- 
clopaedia Britannica last year, Mr. 
Edwards was general sales manag- 
er of CBS Television Film Sales 
Inc., New York. 


Wardell io Comics Council 

The Newspaper Comics Council, 
New York, has named Michael 
Wardell as public relations adviser. 
Previously, Mr. Wardell was east- 
ern regional public relations direc- 
tor of American Airlines. 


Government Business 1s Good Business! 
Get your share through time-tested 


Official Ee of AFCEA 


Through the ineupensixe pages of SIGNAL 
you reach the primary Defense 
buyers and sub- camaaie who, as mem- 
bers of the Armed Forces Communications 
and Electronic Association, firmly rely 


| fupon their “house organ” for authoritative 


information and news of current develop- 
ments. Equipment needs, technical im- 


provements, case histories authored by 
experts—SIGNAL feeds it to ‘em, and 
how they do eat it up! To skim the very 
cream of Government communications 
orders, Yagi your wares and services 
in 


No wasted ammunition here 

.. @very shot goes home! 

Investigate this Bee-line 
route to profitable 
Detense business 


Wm. C. Copp & Associates 


1475 Broadway, New York 36, N.Y. 
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‘is a lot of 


During the last quarter century. we have sold time for 
some of the greatest radio and television properties in 
America—hundreds of millions of dollars worth. As the 
; original station representative in the advertising indus- 


try, we are proud to have done this, always maintaining 


the high principles on which our Company was founded. 
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Edward Petry & Co., Inc. 


THE ORIGINAL STATION REPRESENTATIVE 
NEW YORK - CHICAGO - ATLANTA ~- DETROIT - LOS ANGELES - SAN FRANCISCO - ST, LOUIS 
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with the 
Automotive Leader 


Automotive advertisers place more display advertising in The 
Call-Bulletin than in any other San Francisco daily newspaper. 


The most for your money where it counts the most .. . 


_ SAN FRANCISCO © 
CALL-BULLETIN | 


Three rich West Bay countries— 
San Francisco, San Mateo and 
Marin—make up the compact, 
profitable TARGET MARKET. 


San Francise 


Leading 
Evening Newspaper 


F&S&R Adds Aeolian Corp. 
and Queens Farm Dairy 

Aeolian American Corp., East 
| Rochester, N. Y., manufacturer of 
|pianos, has appointed the Cleve- 
lland office of Fuller & Smith & 
| Ross to handle its advertising and 
| merchandising. The new campaign 
will include magazines, trade pub- 
jlications and an expanded sales 
promotion program, Hutchins Ad- 
vertising Co., Rochester, formerly 
handled the account. 

The New York office of F&S&R 
has been named the first agency 
for Queens Farm Dairy, Ozone 
Park, N. Y. 


McKinney Plans New Service 

The J. P. McKinney & Son divi- 
sion of the Gannett Newspaper 
Group, New York, plans a new 
market consultation and informa- 
tion service for chain stores and 
other large retail managements 
beginning Feb. 1. The new service 
will be managed by James D. 
Black. 
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Emblems and signs of S 


STATE FARM 


INSURANCE 
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COTCHLITE” 


REFLECTIVE SHEETING 


sell product and safety at night 


STATE FARM 


G® 


INSURANCE 


Marks of careful drivers...signs of sound advertisers 


These, and many other famous insurance com- 
panies use emblems of “Scotchlite’’ Reflective 
Sheeting to tell motorists all around the clock: 
here is a well protected driver. 

Several million cars now keep emblems like 
these in 24-hour view of all-America. And for 
even more local advertising impact, vivid high- 
way signs of ‘‘Scotchlite’’ Sheeting reflect the 
same message in every passing headlight beam 
... complete with the name of the local agent. 

Here is sound, round-the-clock sales- 
producing advertising that can help your 


business, too. Durable “‘Scotchlite” Reflective 
Sheeting is long-lasting, easy to apply, and 
color-fast. It sticks to any clean surface. 
Most important, ‘‘Scotchlite” Sheeting 
gives your emblems and highway signs force- 
ful, full-color selling power both day and night! 
Put the selling help of “‘Scotchlite’’ Reflec- 
tive Sheeting to work for you now. Start 


reaching the one-third of all U. 


S. traffic on 


the road after dark with your sales message. 
Send the coupon below today for complete 


information. 


< REG. U.S. PAT. OFF 


BRAND 


REFLECTIVE SHEETING 


enoouer On 


"€ecanc™ 


Minnesote Mining & Manutecturing Co. 
Dept. AA-247, St. Paul 6, Minn. 


Send important information on the use of "Scotchlite” Sheeting to 


increase my highway advertising audience. 
Nome 


Advertising Age, February 4, 1957 


Help Wanted Ads Up 
16%, Hopes High for 
1957, Says ‘Trend’ 


PHILADELPHIA, Jan. 30—Both as 
a business in itself and as a general 
business barometer, help wanted 
advertising in 1956 turned out to be 
a near record year, according to 
“Help Wanted Trend,” published 
by B. K. Davis & Bro. Advertising 
Service, specialists in help wanted. 

The 10,281,539 ads placed in the 
country’s 89 leading labor market 
newspapers last year represented 
a 16% gain over 1955’s 8,900,123 
and made it the third best year on 
record, exceeded only by the lush 
years of 1952 and 1953, each of 
which tallied up more than 16,- 
000,000 ads. 

Prospects for 1957 are that it 
will exceed 1956, according to 58 
of the 89 classified ad managers 
polled by “Trend.” Another 23 ex- 
pect a status quo, seven are antici- 
pating a decline and one made no 
prediction. 


s Even the optimistic ad man- 
agers, however, tempered their 
high hopes with reservations about 
tight money, fretful glances at 
poor auto sales and suspicions that 
perhaps help wanted advertising 
in the unskilled trades has already 
reached a leveling off or satura- 
tion point. 

Nonetheless, most help wanted 
ad managers believe that contin- 
ued plant expansion programs and 
the continuing shortages of engi- 
neers and trained office help will 
bolster the volume of ad place- 
ments in 1957. 

During the six years. that 
“Trend” has been conducting its 
ad count survey, nearly 70,000,000 
ads have been reported by the 
89 major labor market newspapers 
cooperating in the study. 

The annual totals are: 
9,592,851 
16,538,388 
16,184,447 
6,483,865 
8,900,123 
10,281,539 


ANA Meeting Extended 

The traditional spring meeting 
of the Assn. of National Advertis- 
ers this year will be held for four 
days, instead of three, in response 
to members’ requests for more 
time for informal discussion. The 
meeting will be held at the Home- 
stead, Hot Springs, Va., March 13- 
16. Robert J. Gunder, director of 
advertising and sales promotion, 
Hamilton Watch Co., has been 
named program committee chair- 


ONE COLOR 
25% EXTRA 


TWO COLORS 
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MINIMUM — 
ONE THOUSAND LINES 


Represented by 
Johnson, Kent, Gavin & Sinding, Inc. 
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BIG SURGE TO 
REMODELING? 


Right now, with all important factors in the field cooper- 
ating and concentrating their efforts and resources on the 
industry’s biggest modernization drive, plumbing, heating 
and cooling remodeling is fast moving into its highest 
plateau of interest and action. To be sure you derive the 
greatest possible benefit from this broad and growing 
interest ...to be sure you are ready for this big surge to 
remodeling ...be sure your advertising is schediiled for the 
March, April and May issues of Domes7 GINEERING. 
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Hit Hard Now to Cash In on Plumbing, Heating, Cooling 
Industry’s Biggest Drive for Modernization Business! 


ee oe according to an out- 
standing authority in the plumbing, heating, 
cooling field, is ‘‘the biggest and most exciting op- 
portunity confronting our industry in 1957.’’ In this, 
he voices the collective opinion of the many leaders 
among contractor-dealers, wholesalers and manu- 
facturers who have gotten squarely behind Plumb- 
ing-Heating-Cooling Month, the current all-out, all- 
industry drive for remodeling business that will 
reach its big climax in May. 

A clear and positive indication of the keen and 
widespread interest in remodeling that is building 
up throughout the field at this time, is demon- 
strated by the vast number of pledges for the 
support of this program Domestic ENGINEERING 
editors are receiving daily from all branches of the 
industry. The degree to which you, the manufac- 
turer, can expect to capitalize on this tremendous 
interest, will depend upon the plan of action you 
decide upon today! 

If your plans include a schedule of advertising in 
Domestic ENGINEERING to hit remodeling hard 


during the next three months, with dominating 
space in the special May Remodeling Number, you 
can be sure that your products will get first con- 
sideration on the majority of modernization pro- 
jects that will result from the drive now under way. 
Directly due to its long established, widely followed 
and continuing remodeling program, Domestic 
ENGINEERING offers you a pre-primed, pre-condi- 
tioned audience of aggressive, modernization- 
minded contractor-dealers that is genuinely recep- 
tive to your product story. 

Now is the time to lay the groundwork for the 
big climax that will occur in May! Now is the time 
to plant the seeds from which you can expect to 
reap the full rewards of your biggest selling, biggest 
profit opportunity in remodeling. Now is the time 
to contact your Domestic ENGINEERING representa- 


tive or to Consult Your Advertising Agency. 


DOMESTIC ENGINEERING 
1801 PRAIRIE AVE., CHICAGO 16, ILL. 


Consult Your Advertising Agency 


FIRST IN THE INDUSTRY! 
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REMODELING! 


et Tn | Cr i i ee ee ee a ee ee 
i ee ee eo eo a aie 2 ie 5 eee ie ine oe 2 em mem, = Ls a ae so Be ie aa 
eg ee Ra i eee ee ay. Ee ae et es... tr ae : a ee eee ee pe ot ae ea ee ee 
eee ee ee eee eee are ne RUA he See oo Sak glee Ree 3 er <5 eer ss r Late Som. @ 4S ae i. Be i jan oe a ia hie sare 7 pes ae 
ee ee a oe ee ee ee 
ca. \ aes oe a ay gdh ieaaae Nate on engine Citar ree geri — iW, sk aes! te =" ? Sage oe ji : — efi . = ‘ ae + ; ere eee ba 
ee ee 
ares ae 
iD 
rao . a ‘ 
es ie ae 
a a ee : - S| 
i i Se 
av 
a ’ ie - sa 
- re es a 
ei ia - i 
: a e = tke 
a | 22 © ; 
oe a = Pe - > sae 
Be eeseeeecooseeeseeseseseees ? |. eeee SOCSHHSOSOSSSOSSSSSSHSSSSSSSSSSCHSSSSOSSESESSEEEEEEEEESE eecee ee ecw 
CH i oo 
=e i; ate 
Sag. f Las a 
ae us . 
ze Os eee 
Py: sece “— eece a SSSCSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSOOEESSSSSEE ie 
° sil 
r dh 
ime owes ~ 5 ee 
N a 
ie = + ar 
- - ; 
" == i 
a “ _ : 
hy, a — + Fare 
Bis we - aa 7 Ber: i 
ros % pal . ie es 
e ; be 
ants o 7 : 
oe — . esi. 
és rs gsTic  — $ Tee 
ia ” Dom — 4 ee 
er RING oe ° ees 
ENGINEERI™ : ie 
° : 
x oa . 
; oe i : 
: . : = 5 
y’ TT} we + 
ae ed 
— as - . i 
i ni Cate wd ° . 
e MARCY = : ait 
2 | : sae 
tee ° ; 
i ~ * 
ie . 3 
a © roe 
0 : ve 
ss . Wes f 
ie . ye or . 
‘ en Me | 
are Wh . < eee 
Bs 4 ee 
By iar, 
Sols 7 4 ea 
eal Oe ee 
sa ad Bee 
as ~ Seis 
eet . Te HS oe 
wi Si ae 
Ss ° nase 
il ° eh 
ana ” hii ae 
the re 
Br sa e a = 
De: ° ve 
a - Bea a 
Be: . eae h 
. pt 
e fiog 
"i * : 
aa ° 
oe . < 
apie . 
pt e Pegon 
Be hd gaa 
bo ° ame 
ieee © ee ae? 
je : van 
ae . oe 
mr » oe pe 
é > oer 
a ° poet 
| * Bodo: 
fe ° Sey 
ae * 
ste . es 
Os tas e e Teer 
‘ake aise 
ae eeeeeeeeooeeesoseeseee Pe r_TITITITITITITITITIITITITITITITILITIIITT Lilli ‘ 
ae ne igh. etl 
wae 6 ona 
ae ae © ; pes 
Ee x? 1 & 3 e a. 
ps e* 1@) ad AS + 5 hss 6 
is eeecccer t As od * Sooeeoseceeseseseeee rae 
fie — aes 
oe. at ri) SS : $a oty 
a | BA @ Ps ——_— eee = = == eee <@ es 
ae ge % \ eae Ss Ooeese ie oS 
ee a 3° at > er: eS 
Lud, —<__— = Be ah. 
= ce® @ ali 
« se, 
; ? 
5 qt 2 ¢ “ 
BEY: 5 ® a ° 
wee ~ . ¢ = 
ae 2 . 4 °o 
ae PY wen ‘ ° . ; 
3s Pes \ Cura* 
a ro) AN ' 
pee seal \ hi G § 
ca we \ 
= ; ‘ wee 
te ; at - AEE ia 
- of or ow a OM Ss oe eo BS hn Hg iv Be a 
*, 2 ‘ eave TT, a ao Se aes r saan F Ber % 
Ga is a‘ + . <2 » —— 9 hee @ ae . Pe 
% -’ mo <> Ce _amnetl 7 A ae 
: oe SS °o : if acre 
j i « » a a 
ia <“ ot S (®) P . : 
‘ "2 «Vv . 
OS <& at? re | 
he 7 A ow . : : 
; a SS 
M4 , © ee” $ : 4 Pees aul ieee es Sen 
f ad gee @ bes eect are 
ge i= < Pa oo - 7 ; 
: 4 © . ae 
Fe a : | ve 
| ra v aiitisallilias sails | = a 
4 * : : 2 
Fp pe ae ee re iy: St hy. aa ae ama a RMR | BUR 2 I ei ie on i ig ae os aa ces Sa ite — Se re ae 
sae ea is a ae sie Seige ae ee et ee ater we Pe ee ie Ware at renee,’ = a ee oo a a ea mh eee Cen heey? ee * eee ee 
ae ieee ene ge A Re ag hee ee To Gee ay ee eC gn NT a ie 2 2 Ce, eS oT ee, er ees = Ss ata eR Bi an Se ge ee <—) ae de ee: RE ga oe 
se 6 pie Bp * oe ae a a en ihe) foe i 3 mci, eae a ary a’ SPU Sree eae A ;, a a rage ee as ua ee AG hee ies MDGS in i ae sighs a a a 
poi Rhea oP te = ee eee ee ye ae .? Fea ee oS ee a eat ce <9 Se no a 
i a ala i oS clk i | ee ey ae 
‘6 zo ae ye ae : : ren. r . r P eae . ToS «ere “8 is ed rs 


with the 
Automotive Leader 


Automotive advertisers place more display advertising in The 
Call-Bulletin than in any other San Francisco daily newspaper. 


The most for your money where it counts the most .. . 


SAN FRANCISCO 


Three rich West Bay countries— 
San Francisco, San Mateo and 
Marin—make up the compact, 
profitable TARGET MARKET. 


San vison sen 


CALL-BULLETIN 


F&S&R Adds Aeolian Corp. 
and Queens Farm Dairy 
Aeolian American Corp., East 
Rochester, N. Y., manufacturer of 
pianos, has appointed the Cleve- 
land office of Fuller & Smith & 
Ross to handle its advertising and 
merchandising. The new campaign 


| will include magazines, trade pub- 
|lications and an expanded sales 
| promotion program. Hutchins Ad- 


vertising Co., Rochester, formerly 
handled the account. 

The New York office of F&S&R 
has been named the first agency 
for Queens Farm Dairy, Ozone 
Park, N. Y. 


McKinney Plans New Service 

The J. P. McKinney & Son divi- 
sion of the Gannett Newspaper 
Group, New York, plans a new 
market consultation and informa- 
tion service for chain stores and 
other large retail managements 
beginning Feb. 1. The new service 
will be managed by James D. 
Black. 
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Emblems and signs of S 


COTCHLITE” 


REFLECTIVE SHEETING 


sell product and safety at night 


STATE FARM 


INSURANCE 


STATE FARM 


GS 


INSURANCE 


Marks of careful drivers...signs of sound advertisers 


These, and many other famous insurance com- 
panies use emblems of ‘‘Scotchlite”’ Reflective 
Sheeting to tell motorists all around the clock: 
here is a well protected driver. 

Several million cars now keep emblems like 
these in 24-hour view of all-America. And for 
even more local advertising impact, vivid high- 
way signs of ‘‘Scotchlite” Sheeting reflect the 
same message in every passing headlight beam 

. complete with the name of the local agent. 

Here is sound, round-the-clock sales- 
producing advertising that can help your 


business, too. Durable “‘Scotchlite” Reflective 
Sheeting is long-lasting, easy to apply, and 
color-fast. It sticks to any clean surface. 


Most important, 


“Scotchlite” Sheeting 


gives your emblems and highway signs force- 
ful, full-color selling power both day and night! 
Put the selling help of ‘‘Scotchlite’’ Reflec- 


tive Sheeting to work for you now. Start 
reaching the one-third of all U.S. traffic on 
the road after dark with your sales message. 
Send the coupon below today for complete 
information. 


“ REG. U.S. PAT. OFF 


BRAND 


REFLECTIVE SHEETING 


enceuer On 


*€ecanc™ 


Minnesota Mining & Manufacturing Co. 
Dept. AA-247, St. Paul 6, Minn. 


Send important information on the use of “Scutchlite” Sheeting to 
increase my highway odvertising audience. 


Nome 
Cc 


? 


Addr 
City Zone____ State, 


Advertising Age, February 4, 1957 


Help Wanted Ads Up 
16%, Hopes High for 
1957, Says ‘Trend’ 


PHILADELPHIA, Jan. 30—Both as 
a business in itself and as a general 
business barometer, help wanted 
advertising in 1956 turned out to be 
a near record year, according to 
“Help Wanted Trend,” published 
by B. K. Davis & Bro. Advertising 
Service, specialists in help wanted. 
The 10,281,539 ads placed in the 
country’s 89 leading labor market 
newspapers last year represented 
a 16% gain over 1955’s 8,900,123 
and made it the third best year on 
record, exceeded only by the lush 
years of 1952 and 1953, each of 
which tallied up more than 16,- 
000,000 ads. 

Prospects for 1957 are that it 
will exceed 1956, according to 58 
of the 89 classified ad managers 
polled by “Trend.” Another 23 ex- 
pect a status quo, seven are antici- 
pating a decline and one made no 
prediction. 


® Even the optimistic ad man- 
agers, however, tempered their 
high hopes with reservations about 
tight money, fretful glances at 
poor auto sales and suspicions that 
perhaps help wanted advertising 
in the unskilled trades has already 
reached a leveling off or satura- 
tion point. 

Nonetheless, most help wanted 
ad managers believe that contin- 
ued plant expansion programs and 
the continuing shortages of engi- 
neers and trained office help will 
bolster the volume of ad place- 
ments in 1957. 

During the six years that 
“Trend” has been conducting its 
ad count survey, nearly 70,000,000 
ads have been reported by the 
89 major labor market newspapers 
cooperating in the study. 

The annual totals are: 


ME Esiscdirt aces 9,592,851 
nh arena vkvae ss 16,538,388 
RE eee 16,184,447 
Ries ee 6,483,865 
_.. SE 8,900,123 
SOE} Fo-009 tivdeee 10,281,539 


ANA Meeting Extended 

The traditional spring meeting 
of the Assn. of National Advertis- 
ers this year will be held for four 
days, instead of three, in response 
to members’ requests for more 
time for informal discussion. The 
meeting will be held at the Home- 
stead, Hot Springs, Va., March 13- 
16. Robert J. Gunder, director of 
advertising and sales promotion, 
Hamilton Watch Co., has been 
named program committee chair- 
man. 
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ONE COLOR 
25% EXTRA 


TWO COLORS 
40% EXTRA 


MINIMUM — 
ONE THOUSAND LINES 


Represented by 
Johnson, Kent, Gavin & Sinding, Inc. 
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YOUR 
BIGGEST 
SELLING 


BIG SURGE TO 
REMODELING? 


Right now, with all important factors in the field cooper- 
ating and concentrating their efforts and resources on the 
industry’s biggest modernization drive, plumbing, heating 
and cooling remodeling is fast moving into its highest 
plateau of interest and action. To be sure you derive the 
greatest possible benefit from this broad and growing 
interest ...to be sure you are ready for this big surge to 
remodeling ...be sure your advertising is schediiled for the 
March, April and May issues of Domestic ENGINEERING. 


“ay 
ve 


Lay the Groundwork 
Now 


for the Big Climax 
IN MAY! 


portunit 


Hit Hard Now to Cash In on Plumbing, Heating, Cooling 
Industry’s Biggest Drive for Modernization Business! 


phages 2: according to an out- 
standing authority in the plumbing, heating, 
cooling field, is ‘‘the biggest and most exciting op- 
portunity confronting our industry in 1957.’ In this, 
he voices the collective opinion of the many leaders 
among contractor-dealers, wholesalers and manu- 
facturers who have gotten squarely behind Plumb- 
ing-Heating-Cooling Month, the current all-out, all- 
industry drive for remodeling business that will 
reach its big climax in May. 

A clear and positive indication of the keen and 
widespread interest in remodeling that is building 
up throughout the field at this time, is demon- 
strated by the vast number of pledges for the 
support of this program Domestic ENGINEERING 
editors are receiving daily from all branches of the 
industry. The degree to which you, the manufac- 
turer, can expect to capitalize on this tremendous 
interest, will depend upon the plan of action you 
decide upon today! 

If your plans include a schedule of advertising in 
Domestic ENGINEERING to hit remodeling hard 


during the next three months, with dominating 
space in the special May Remodeling Number, you 
can be sure that your products will get first con- 
sideration on the majority of modernization pro- 
jects that will result from the drive now under way. 
Directly due to its long established, widely followed 
and continuing remodeling program, Domestic 
ENGINEERING offers you a pre-primed, pre-condi- 
tioned audience of aggressive, modernization- 
minded contractor-dealers that is genuinely recep- 
tive to your product story. 

Now is the time to lay the groundwork for the 
big climax that will occur in May! Now is the time 
to plant the seeds from which you can expect to 
reap the full rewards of your biggest selling, biggest 
profit opportunity in remodeling. Now is the time 
to contact your Domestic ENGINEERING representa- 


tive or to Consult Your Advertising Agency. 


DOMESTIC ENGINEERING 
1801 PRAIRIE AVE., CHICAGO 16, ILL. 
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Agricultura _ 
Uareestoutom §REACHES THE RICHEST 


FARMERS IN THE WORLD 


The important ranchers and planters of Latin America 


Hundreds of manufacturers—who at one time confined their promotion to U. S. farmers 
—are making big sales in the booming farm markets of Mexico, Central and South 
America. They rely on Agricultura, because it delivers the leading audited on-the-farm 
circulation . . . stresses U. S. products . .. demonstrates the latest and best in farming 
me 


WRITE FOR MARKET AND MEDIA BOOKLET 


Agricultura de Jas Americas 


“The Magazine of Modern Farming for Latin America’ 
GRAPHIC ARTS BLDG., KANSAS CITY 5, MO. 


|ture cookies and cakes made by 


Spring Tie-in Push 
toTeam Nestle with | 
Marshmallows, Flour | 


Waite P tains, N.Y., Jan. 29—| 
Nestle Co. this spring will tie in | 
two of its chocolate products with 
products from other companies. 

A color spread in the Feb. 4 Life | 
for EverReady sweet milk cocoa 
will point out how delicious it 
tastes with marshmallows and will 
offer a 20¢ refund to customers 
who mail in part of a label or lid | 
of an EverReady tin plus a label | 
from any brand of marshmallows. 

The promotion will also be car- 
ried on the “Garry Moore Show,” 
“Valiant Lady” and “Our Miss 
Brooks” (all CBS-TV). Dealer aids 
include red, yellow and brown 
window banners, shelf markers 
with tear-off pads for the refund 
offer, pennants and ad mats. 


® The second promotion will fea- 


they Buy More because they Have More! 


@ You can build a healthy sales figure in the big Indian- 
> It’s Bic. 
> It's STEADY... 


apolis market where every advertising dollar really pulls 
its oar! Why? Because average annual income per family 
is $6,669 . . . 39.3% above the national average.* 
That’s why Indianapolis citizens are buying more of 
everything from exercise machines to sewing machines 
. . why Indianapolis ranks 7th in retail sales per capita 


among cities of 600,000 and over! 


KELLY-SMITH COMPANY - NATIONAL REPRESENTATIVES 


*Seles Management, Survey of Buying Power, May 10, 1956 


THE INDIANAPOLIS STAR & — 


>" 


YOUR FIRST TEAM FOR SALES IN INDIANA. 


THE INDIANAPOLIS NEWS ap 


And it’s not only a RICH MARKET... 


unsurpassed for diversification and 
balance of industry and agriculture. 

> You get Saturation Coverace of the metropolitan area, 
plus an effective bonus coverage of the 44 surrounding 
counties in The Indianapolis Star and The Indianapolis 
News. Write for complete market and circulation data, 


REDESIGNED—Wilson & Co., in 
adopting this blue diamond label, 
made its first major dog food label 
change in 25 years. Distribution of 
the new label will start in late 
February. 


combining Nestle’s Semi-Sweet 
Morsels and Occident all-purpose 
flour, a product of Russell-Miller 
Milling Co., Minneapolis. Coupons 
for free six-oz. bags of Morsels 
will be included in Occident flour 
bags and the tie-in will be “inten- 
sively” advertised in newspapers 
and on radio stations in seven mid- 
western states. 

Merchandising aids will be a 
large poster, a recipe card and a 
combination stack card and shelf 
marker. 

McCann-Erickson, New York, is 
the agency for Nestle’s chocolate 
products; John W. Forney Inc., 
Minneapolis, handles Occident 
flour. ° 


Dingee Joins Ullman 

John H. Dingee has joined the 
Ullman Organization, Philadel- 
phia, as an account executive. He 
has been with the Henry Disston 
division of H. K. Porter Co. for the 
past 10 years, most recently as 
sales manager of the hardware 
and power tool departments and 
before that as ad and sales pro- 
motion manager. 


Heiney Joins JWT in Detroit 
John Heiney, formerly with the 
Ford Motor Co. central staff, has 
joined the Detroit office of J. 
Walter Thompson Co. as an ac- 
count representative specializing 
in television and radio. Mr. Heiney 
joined Ford from JWT in New 
York and Washington in 1952 to 
organize a radio-tv public relations 
office. 


Nevada—America’s top-quality state 
market for beverage sales! Yes, 
Nevada ranks second only to Wis- 
consin in per capita beer consump- 
tion and second only to Washington, 
D. C., in per capita liquor consump- 
tion. What's more, Nevada leads many 
larger legal-sale states in total case 
sales of liquor and total barrel sales 
of beer. Small wonder with bars, res- 
taurants and hotels booming 24 hours 
a day in Las Vegas, Reno and across 
the state. Sure makes Nevada Amer- 
ica’s most responsive market for sell- 
ing and advertising beer and liquor. 


For detailed marketing and statistical 
analysis of alcoholic beverage sales, 
phone your nearest Western Dailies 
or John E. Pearson Co. office, or write 
one of these basic Nevada advertising 
buys... 


LAS VEGAS — 
REVIEW. JOURNAL ® KORK-AM 
*KLRJ TV from HENDERSON _ 
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Ontario Will Spend 
70% of $250,000 Ad 
Budget in U.S. Media 


Otrawa, Ont., Jan. 29—The 
province of Ontario this year wil 
spend $250,000, most of it in the 
U.S., to draw tourists and indus- 
tries within its boundaries. The 
government is allotting $175,000 
for advertising in the U.S. 

McKim Advertising Ltd. will 
place ads in U.S. magazines, in- 
cluding The Saturday Evening 
Post and Holiday. McConnell, | 
Eastman will handle ads in the) 
dailies, and Hayhurst Advertising 
Ltd. will be contacting tv and ra- 
dio stations. 28 radio stations have 


for complete coverage of the men 
been scheduled. in . 
Provincial Treasurer Dana Por-| WH buy in the Appl d 
ter ‘end Seats athens -aeheiehte 0 e pp lance an 


of travel and publicity, have 


Scheduled a 40-pase macszine-| Fabricated Metal Products Industry 
style advertising section in the 
New York Times. The section, 


which will cost the provincial gov- 


... for selling manufacturers of home 
appliances, radio and television sets, 
plus a broad group of fabricated metal 
products such as business machines, 
vending machines, display cases, 
commercial refrigerators, metal furni- 
ture, steel kitchen cabinets, etc. 


ernment $25,000, will appear in the BASIC - - - because its —* 
April 14 issue and will push On- directed to over 10,000 quolified readers 
tario’s industrial opportunities un- —top management, purchasing, engineering, 
der the head, “Ontario, heartland and key plant management and supervision 
of Canada.” —with circulation 100% verified 

The copy will take the style of under BPA audit regulations. 


editorials. More than 70 columns 
have already been reserved by 
various communities, industrial 
and manufacturing plants of the 


province. 

The Province of Quebec bought eight ee we wre yer: ra 
a similar section of the Times last om Coe MS fp Canes ee 
May. makes MPM the prime source of 


industry information for its qualified audience. 


s Fewer tourists came to Canada _ + Ee Ae 
from the U.S. last year, but the (j , , g inish 


publicity division of the depart- 


ment reports that last year’s ad BASIC - - ~ because for 13 years, / . "te io = , 
program below the border brought The Magazine of Appliance and : aL ap 
ame eon 08 a the 1088 — On- Metal Products Manufacturing has consistently | “ oe Inv 
Inquiries for a booklet on On- | shown gains in advertising a & 
tario mentioned in ads totaled 155,- —goins in revenue more than triple 
000 in 1956. Publicity director those of the industrial publication average. 


G.W. Hogarth predicts 200,000 in- | 
quiries will be made in 1957. He) 
believes the response was greater | 
last year because the ads were) 


BASIC - - - because leading manufacturers 


smaller than usual but ran more | of materiale, oe jdtée : 
frequently. i 

‘The ~~ ade E ad budget for | sales effectiveness of the magazine. BASIC in its effective audience . . . BASIC in 
Canada totals $60,000, to be spent | its 100% verified coverage . . . BASIC in its 
— = oe ee aa unmatched editorial scope and quantity and 
inal So oll Cece end MPM SHOULD BE YOUR BASIC BUY TO SELL THE FIELD OF quality of content . . . BASIC in sales results 


weeklies. APPLIANCE AND METAL PRODUCTS MANUFACTURING! ditivdiad. 


Some ads will be placed in. et : 
neighboring Quebec dailies, in the | 
French edition of Reader’s Digest | ms Saye TRE re ok oy nee ea 
and in some Manitoba dailies. ie Tk a ay 

Locke, Johnson & Co. directs Ca- A 
nadian advertising for the Ontario 
government. m7 p e > “ aad 
Town Offers Brochure UNaAme NE + soe 
The town of Edgewater, N. J., 


~ na fey omer > | proved Effective with the February, 1957 issue, the effect since the January 1949 issue. ‘ 
its advantages and listing sites name METAL PRODUCT s MANUFACTUR- 

available for plants. The town’s ING will replace finish, the Magazine of Only the name has been changed. MPM will 

anbactrteh  semmigiiaes also is run- Appliance and Metal Products Manufacturing. continue to be the most important source of 

oom Bass ois hs wen opp pm This change in name is merely a reflection of industry information for those engaged in metal 

timonials” from industries already | the full editorial scope — blanketing all phases products fabrication and manufacturing, and 

ar bag — Lng ag eames | and processes in appliance and fabricated metal the most important sales tool for those adver- 

Weak, the New York Times and products manufacturing — which has been in _ tisers who sell to them. 


the Wall Street Journal. Horace 
Judson Associates, Edgewater, is 
the agency. 


Y&R Names Three in S. F. 

Lee P. Strahorn has been named 
director of tv and radio of the San 
Francisco office of Young & Rubi- 
cam. With the agency seven years, 
he moved from the New York of- 
fice in June to San Francisco to} 
supervise “The Kaiser Aluminum 
Hour.” Y&R also has promoted 
Peter D. Jenkins to an account 
executive and named Eugene L. 
Price, formerly production manag- 
er of Beaumont & Hohman, to its 
staff. 


idl A an ew era wk a ried 


ed ae ee ee ee | 


EPA 


ESTABLISHED 1944 
G. PUBLICATIONS 


YORK STREET AT PARK AVE. © ELMHURST, ILLINOIS 


Pines Promotes Galton 

James Galton, formerly assistant 
treasurer and controller, has been | 
named treasurer of Pines Publica- | 
tions, New York. 
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BUSINESS IS GOOD IN THE 


| SWEET-@ 


VERMONT 


MARKET 


To Tap this SOLID and SWEET market, address 
Room 516, Statler Office Bidg., Boston 16, Mass. 


JWT Inaugurates 
Studio for Color 


TV Commercials 


Agency Is Revamping 
Products, Packages 
for Color TV Promotion 


New York, Jan. 29—J. Walter 
Thompson Co., which broke new | 
ground in the agency business 
with its experimental television | 
commercial studio two years ago, 
yesterday demonstrated its new 
color commercial facilities. 


The new facilities, said JWT’s 


; that the advent of color tv has 
been “disappointingly slow,” but 
he reiterated the belief that color 
tv would make tremendous pene- 
tration possible in selling. De- 
troiters, he recalled, use the 
phase, “That’s a juicy car,” in 


tising. With color, it will be pos-| 
sible to produce the juicy car in 
television, and in motion, he said. 

He said he also looks forward 
to the addition of appetite appeal 
in tv food advertising, remarking 
that “Kraft Theater” broadcasts 
in color have shown the agency 
what a difference color makes in|} 
| Producing this effect. “It adds a| 
mouth-watering new dimension,” 
| he reported. 


® Otherwise, Mr. Strouse report- 
ed that tv color represents a tre- 


looking at color magazine adver- | % 


Barre Times Bennington Banner 


. 
hs 


. 


VERMONT ALLIED DAILIES 


Burlington Free Press 


president, Norman H. Strouse,|mendous help in packaging and 


will allow the agency to “continue | that tv color requirements must 
ito offer cost-saving advantages |be considered in package design 
as well as to face the problems of | (here a new package for Brillo 


Brattleboro Reformer © Rutland Heraid St Johnsbury Caledonian-Record 


color as the medium develops.” 


was shown, designed for color tv 


| The agency president conceded | reproduction). And he emphasized 


TOLEDO is the key / 


S 


to the sea 


Ninth largest port in the U.S., Toledo is the center of a billion- 
dollar market now —and will grow as the St. Lawrence Seaway 
grows. Start now to cultivate this great market. 


© 
the Blade and Times are the key 4 to the 
TOLEDO MARKET 


sales. To open the door to this great and grow- 
ing market on the St. Lawrence Seaway, 
you must use the proper key—the Toledo 
newspapers. There are no duplicate keys. 


Ask us for THE BIG PLUS—i.e., marketing 
assistance as only newspapers can give it. 


TOLEDO BLADE itt oud, Suadoy. TOLEDO TIMES pew 


BILLION DOLLAR 


In Ohio you need the $1,222,296,000 
Toledo market. It is third among all Ohio 
markets in automotive, food, drug store, 
home furnishings, liquor and total retail 


REPRESENTED 


MOLONEY, 


REGAN & sc 


,and Lux soap. He made the point 


RAY A. FORNIER, formerly sales man- 
ager of WHOM, New York, has 
been appointed vp in charge of the 
New York office of Publicidad 


Badillo, the largest agency in 
Puerto Rico. Mr. Fornier was pre- 
viously with Badillo in San Juan, 
where he was also promotion man- 
ager of El Mundo and general 
manager of WKAQ. 


that an important part of the color 
tv facility addition will be the 
opportunity for JWT creative tal- 
ent to develop in a climate of 
color—to “learn to think in color.” 
He emphasized that two years 
ago JWT produced and telecast 
13 “Ford Theater” shows in color, 
both programs and commercials; 
the “Ford Star Jubilee” was also 
in color, and last year “Kraft 
Theater” and “Lux Video Thea- 
ter” telecast 107 hours of color tv. 
With cigaret smoke swirling up 
around the “No Smoking” sign in 
Thompson’s conference room-the- 
ater at 420 Lexington Ave., the 
closed circuit broadcast demon- 
strated first b&w commercials 
evolved from the workshop, and 
then color material. Wallace El- 
ton, JWT vp and art director, did 
the broadcast from the studio, ex- 
plaining the problems encoun- 
tered in color commercial work. 


= Among the b&w commercials 
demonstrated were those for Aunt 
Jemima, Scottykins, and Seven- 
Up. In color he showed work in 
progress for Ford, Aluminium 
Ltd., Kraft, Lux Liquid Detergent, 


that Lux is now intensifying pas- 
tel colors in its bar soaps (now 
on sale in color in some areas of 
the country), partially to increase 
their color ty impact. 

Danny Seymour, vp and direc- 
tor of radio and tv of the agency, 
told reporters that the tv work- 
shop has been a success in its 
two years of operation on a cost- 
saving basis. He also recalled that 
the first tv commercial ever 
transmitted was sponsored by a 
Thompson client—Libby, McNeill 
& Libby—in 1930 on Station 
W9XAP, Chicago. 

He also pointed out that the 
workshop has contributed to pro- 
duction ideas, with the recent 
telecast of an international bridge 
tournament over WOR as an ex- 
ample. The telecast, sponsored by 
the Assn. of American Playing 
Card Manufacturers (a JWT cli- 
ent), made use of a unique “fish- 
bowl technique” to show what 
players held what cards, a tech- 
nique developed in the workshop. 


@ The agency has had color fa- 
cilities about a week, and they 
will be available to Thompson cli- 
ents hereafter. * 


Wittner Names Torby, Adds I 
Fred Wittner Advertising, New 
York, has appointed Selwyn Torby, 
formerly a staff artist with Apple- 
stein, Levenstein & Golnick, Balti- 
more, an associate art director. 
Wittner has been appointed the 
first agency in several years for 
Daco Machine & Tool Co., Brook- 
lyn and Newark, designer and 
manufacturer of electro-mechani- 


HMITT, 


cal instrumentation. 
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The cases — tree. The droma ~~ terrific. The 
ratings ~~ excellent! A thoroughly reliable 
sales-byiider everywhere ‘29 holf hours 


DR. HUDSON’S 


Secret Journal 
inspired dramas from the famous Uoyd C. 
Douglas best seller. No. 1 film series nation- 
wide for four straight months! Stars John 


weve as « Or, Hudson. «78 half wows 
TIRE \ LS SAR ae oe ~ eS 


CITY DETECTIVE 


Spelibinding series of metropolitan mystery 


and adventure, storring Rod Cameron. Cham- 


“pion track record, solid sales results in every 
morket!. 65 half hours 


rian Keith 


- CRUSADER 


TV's most successful true odventure series. 


Latest notional Nielsen — 29.8! Direct to you 


after 65 -_ Weeks on cage for Camels 


32.4 notional Nielsen average reting for 19 
months on the C&S Network {as The Million- 
sire)... now available for local sponsorship! 
Features Marvin Miller. 39 half hours 


FAMOUS PLAYHOUSE 


An absolute gold mine of star-studded com- 
edy, mystery, adventure, ramance. Build your 
own show, your own mood, your own title! 


Western Saliva. 5 


— ROY “ROGERS 


EVERY SHOW A WINNER .. . 


EVERY SPONSORSHIP BACKED 
BY AWARD-WINNING 


ADVERTISING ee 
PUBLICITY... 
MERCHANDISING 
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NEW TO TELEVISION! 


No.1 in the big 1957 parade of new MCA releases for local & regional advertisers... 


STATE TROOPER 


starring 


Rod Cameron 


Greatest Action Series Ever Made... 
Sold in 80 Markets Before Release! 


39 all new half-hour action-packed programs 

filmed on location with the full cooperation of Nevada's 
law enforcement agencies. Vivid scenes of Mojave 
Desert, Virginia City, Lake Tahoe, Reno, Las Vegas, 
offer backdrop for thrilling adventures. So good a 
show that Faistaff Brewing snapped it up in 72 
markets and 28 states before release {and have cleared 
Class A time for 91% of their markets — on 
unprecedented endorsement of Rod Cameron and 
STATE TROOPER by stations everywhere!). What's 


va 


HEADLONG EXCITEMENT! 


ALL-NEW PROGRAMS! TRUE-LIFE DRAMAS! 


Insure your sales success in 1957 with this great new TV film program. 


Write, wire, phone your MCA TV Film Syndication representative today! 


The Call Letters of Show Business 


598 MADISON AVENUE, NEW YORK 22, N. Y. (Plaza 9-7500) AND PRINCIPAL CITIES EVERYWHERE 
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Taxes, Fiscal Policy Worry Speakers 
as NBP Quill Award Goes to Sen. Byrd 


(Continued from Page 3) 

only half as much as the house- 
hold appliance industry expects to 
average during each of the next 
10 years, he expressed confidence | 
that this will be “only a pause 
for breath,” in view of expanding 
population and income. 


= Alfred E. Perlman, president of 
the New York Central System, 
said population growth and ex- 
pansion of the economy offer an 
exciting future for the transpor- 
tation industry, but he was criti- 
cal of existing excise taxes and 
federal control over freight rates. 

Pointing out that gasoline taxes 
on highway carriers are used to 
build highways, he complained 
that taxes on railroads go into 
general funds to build waterways 
for barges, highways for trucks 
and airports for airplanes—“liter- 
ally subsidizing our competitors 
while strangling the railroads.” 

High interest rates came in for 
criticism from two of the speakers. 
Mr. Perlman complained that rail- 
roads are earning less than 4% 
but must pay 5% for the money 
they borrow. 


s T. M. Evans, president of H. K. 
Porter Co., warned that small 
companies, operating in only one 
field, are at a serious disadvan- 
tage in raising funds in competi- 
tion with diversified companies. 
Loaning and investing is in the 
hands of professionals, he ob- 
served. 

“When professional investors, 
with responsibilities to others, 
have demands from leading cor- 
porations for all, or most, of the 
funds they have to invest or loan, 
naturally there is little if any 
left over for the small or medium- 
size, less well-known concern.” 

In addition to the Secretaries of 
the Army, Navy and Air Force, 
“three-minute reports” by leaders 
of government also were given 
by Under Secretary of Com- 
merce Walter Williams and Agri- 
culture Secretary Ezra Taft Ben- 
son. 


® Except for his gesture toward 
the business press, Sen. Byrd con- 
fined his remarks to federal budg- 
etary problems. 

“Let us not deceive ourselves,” 
he said. “High prosperity has nev- 
er been permanent, as all history 
shows. It has its ups and downs, 
and for these we must be pre- 
pared.” 

He recalled that the value of 
the dollar dropped 48¢ between 
1935-39 and 1952. “In 1953, 1954, 
and 1955, the value of the dollar 
was stabilized, but in 1956 infla- 
tion began again, and an addi- 
tional 2¢ of dollar value was lost,” 
he added. 

Expressing concern over the $72 
billion budget just submitted by 
President Eisenhower, he noted it 
is the largest peacetime budget 
in history and observed it would 
preclude any immediate tax cuts. 
He contended that tax cuts may 
be obtained, however, if the pub- 
lic will make clear to members 
of Congress its desire to see fed- 
eral spending reduced. 


s Sen. Byrd reported that govern- 
ment agencies—federal, state and 
local—took $99.8 billion of a na- 
tional gross income of $334 bil- 
lion in 1956, an increase of $10 
billion over 1955. 

“How long can we continue to 
tax and spend and spend and at 
the same time continue our pro- 
gress and preserve our solvency?” 
he asked. 

The senator warned that with- 
out fiscal solvency we would enter 
an age of international darkness. 
“Our free enterprise system is the 


greatest deterrent in the world 
today to Russian aggression,” he 
observed. “It is our first line of 
defense. Our military forces are 
|merely the tools through which 
the strength of this system is ap- 
plied in war. Our competitive en- 


terprise system can only exist un- 
der solvent government.” 


® In addition to the Vice-Presi- | 


dent, other previous Silver Quill 


winners include Charles F. Ket- | 


tering, of General Motors; former 
President Herbert Hoover; Ber- 


nard Duffy, of BBDO, and Paul | 
Wooton, president of the Society | 


of Business Magazine Editors. 
The citation for Senator Byrd 
noted he was selected because of | 


and industry through untiring de- 
votion to sound fiscal policies for 
the government and unswerving 
support of tax measures that have 
helped make possible the best of 
free enterprise benefits for the 
American people.” ° 


Kane Joins Conover-Mast 
Robert F. Kane, formerly adver- 


tising manager of the Quaker rub- 


ber division of H. K. Porter Co., | 
has joined the advertising staff of 


“distinguished service to business |Conover-Mast Purchasing Direc- 
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tory. He will cover Philadelphia, 


South Jersey and Delaware. 


GREATER CLEVELAND'S 


NUMBER 1 STATION 
SRS “Radio-Active’ MBS 


Which One Gets a Better Starch? 


NEW MOUSETRAP WITH 


BUILT-IN COUNTER 


New Mousetrap 


Here’s the automatic way 
to rid your place of vermin. 
Not only catches mice 
but counts them, too. 
Adapted to all sized rodents. 
Pays for itself in a matter of 
months. Ideal for your 
own home or as a gift 
for a mouse infested friend. 


with Built-in Counter 


Here's the automatic way to rid your 
place of vermin. Not only catches 
mice but counts them, too. Adapted 
to all sized rodents. Pays for itself 
in a matter of months. Ideal for 
your own home or as a gift for a 


Send no money. Write 
Box RAT-12, Chicago. 


g rel above advertisement is imaginary, 
of course. But the idea it represents is strictly real. The 
Creative Approach to typography will sell more mer- 
chandise, mousetraps or marlinspikes, than the unin- 
spired, un-expert kind. Creative typography is the kind 
you get from members of the ATA. No matter what 
you say, it will read much better with ATA! 


Advertising Typographers Association 


ae 


Executive Office: 461 Eighth Avenue, New York City 1. Glenn C. Compton, Executive Secretary 


of America, Inc. 


mouse infested friend. Send no 
money. Write Box RAT-12, Chicago. 


Advertising Typographers 
Association 
of America, Inc. 


AKRON, O. 
The Akron Typesetting Co. 


ATLANTA, GA. 
Higgins-McArthur Company 


BALTIMORE, MD. 

The Maran Printing Co. 
BOSTON, MASS. 

The Berkeley Press 
Machine Composition Co. 


H. G. McMennamin 


BUFFALO, 
Axe! Edw. "Sahdin Typographic Service 


CHICAGO, ILL. 
. M. Bundscho, Inc. 

Faithorn Corp. 
Hayes-Lochner, Inc. 
Runkle-Thompson-Kovats, Inc. 
Frederic Ryder Company 


CINCINNATI, O. 
The J. W. Ford Company 
CLEVELAND, O. 
Bohme & Blinkmann, Inc. 


Schlick-Barner-Hayden, Inc. 
Skelly Typesetting Co., Inc. 


COLUMBUS, O. 
Yaeger Typesetting Co., Inc. 


DALLAS, TEX. 
Jaggars-Chiles-Stovall, Inc. 
DAYTON, O. 

Dayton Typographic Service 


DENVER, COLO. 
The A. B. Hirschfeld Press 


DETROIT, MICH. 
Arnold-Powers, Inc. 


George Willens & Co. 


INDIANAPOUS, IND. 
The Typographic Service Co., Inc. 


KALAMAZOO, MICH. 
Claire J. Mahoney 


MILWAUKEE, WIS. 
Arrow Press 


MINNEAPOUS, MINN. 
Duragraph, Inc. 


NEW YORK, N. Y. 
Ad Service Company 
Advertising Agencies’ Service Co., Inc. 
Advertising Composition, Inc. 
Artintype, Inc. 
Associated Typographers, Inc. 
Atlas Typographic Service, Inc. 
Central Zone Press, Inc. 
The Composing Room, Inc. 
Sompenaes Service, Inc. 
Diamant Typo phic Hy Inc. 
A. T. Edwards Typography, I 
Graphic Arts Typographers, — 
Huxley House 
Imperial Ad Service 
King nr Typoer Service Corp. 
Linocra Typographers, Inc. 
Master T ype Company 
Chris. F. Olsen 
Frederic — by Inc. 
Philmac Typographers, Inc. 
Royal Typopagmers Inc. 
Frederic Schmidr, Inc. 
Harry Silverstein, Inc. 
Supreme Ad Service, Inc. 
Pha Arts Press, Inc. 
pographic Craftsmen, Inc. 
ee porapinic Service Co. 
Vanderbi Ie- Jackson Typography, Inc. 
Kurt H. Volk, Inc 


NEWARK, WN. J. 

Barton Press 

William Patrick Co., Inc. 
PHILADELPHIA, PA. 

Walter T. Armstrong, Inc. 
Alfred J. Jordan, Inc. 
Progressive Composition Co. 
prem tie we Inc. 
PORTLAND, 

Paul O. Glesey" Typographer 
ST. LOUIS, MO. 

Warwick Typographers, Inc. 
SEATTLE, WASH. 

Frank McCaffrey's 
TORONTO, CANADA 
Cooper & Beatty Limited 
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Grove Plans ‘Greatly Increased’ Budget 
tor NoDoz; Sets $300,000 Research Program 


Sr. Louis, Jan. 29—-Grove Labo- | 
ratories, at its midyear sales 
meeting, announced a $300,000 re- | 
search program—part of a pro- 
gram to place proprietary manu- 
facturers on a more competitive 
basis with the ethical pharma- 
ceutical houses. 

“To compete with the increas- 
ing number—and sales volume— 
of prescription medications, the 
proprietary concerns must finance 
a far greater amount of original 
research for both new and estab- 
lished over-the-counter items,” 
president James H. Grove told the 
sales force. 

The $300,000 expenditure will 
be about ten times the amount 
spent for research five years ago, 
Mr. Grove stated. 


“Proprietary drug companies 


have an important place in im- 
proving the health of the nation,” 
he declared. “But the proprietary 


will long 
be remembered on the 
clever new 


NO. 6H 


the outstanding 
premium or giveaway 
for promotions and 
sales the year-round 


company cannot maintain its po- 
sition if it does not keep pace with 
the strides made by medicine in 


|the past 30 years. The days in 


which a one-man, one-product 
company can grow are gone.” 


s Head of the concern which last 
year introduced Citroid bioflavo- 
noid cold tablets to the market, 
Mr. Grove made oblique refer- 


involving Grove and the Anahist 
Co., another cold tablet maker: 

“The negative ‘knock the com- 
petition’ concept which an occa- 
sional newcomer still practices,” 
he said, “can only carry the in- 
dustry back to the past and not 
forward to the future. The way to 
compete is with better products, 
not bitter protests.” 

Gene K. Foss, marketing vp, 
said there would be “continued 
high-level expenditures” on Cit- 


|roid advertising and “a greatly 


increased ad budget” for NoDoz 


ence to the recent publicity battle | Awakeners, product of the recent- 


ly purchased Harrison Products. 

Advertising and sales plans for 
other Grove products, including 
Bromo-Quinine, 4-Way Cold Tab- 
lets, Pazo ointment and the Fitch 
line of grooming aids, were out- 
lined before the sales meeting by 
other company officials. 


® Two sales representatives, Wal- 
ter A. Coffman and Lee A. Waters, 
were appointed district sales 
managers. Mr. Coffman joined the 
company last year and is now 
midwestern district manager. 
With the company since 1953, Mr. 
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Waters was named north central 
district manager. 7 


‘News Front’ Makes Bow 

News Front, national picture 
magazine, made its first appear- 
ance on Feb. 1. The magazine, with 
40,000 circulation, goes free by 
mail to management executives. Its 
first issue includes 15 pages of ad- 
vertising and a story on “the 
amazing comeback of radio as a 
major advertising medium.” Pub- 
lished by Year Inc., New York, 
News Front gets $785 a b&w page 
and $1,275 for four colors. 


Bet you think of several 
that will be profitable 
to you on these cute 


Available with your 
name, slogan or both. 
Write or phone today 
for details and prices. 


9000000 


Mr. Theodore F. Shaker 
WXIX Sales Manager 

5445 North 27th Street 
Milwaukee 9, Wisconsin 


Dear Ted: 


When we told you that national sales for Cream of 
Wheat were up 6%, you said, in a half-joking way, 
that they must be better than that in Milwaukee. 


station we are us 


preuium promotions. 


—_—— 


UN/ 


Batten, Barton, Durstine @ Osborn, Inc. 


Northwestern Bank Building, Minneapolis 2, Minnesota, FEderal 8-8401 


Well, so help me, you're right. 
in Milwaukee are up 11% so far this year over last. 


This is a WXIX success story, for you are the only 
in your market and the majority 
of Cream of Wheat's advertising is in television. 


This healthy increase is especially significant when 
you consider that Cream of Wheat engages in no special 
price concessions, cooperative advertising deals or 
This sales increase is strictly 
the result of good, old-fashioned, straight selling. 


So take a bow, Ted, for your great station. 
behalf of our client Cream of Wheat, sincere thanks, 


December 3, 1956 


Cream of Wheat sales 


hate 


And on § 


Hale Byers 
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Dennison Boosts Hamilton 
Philip B. Hamilton, general sales 
manager since 1952 of Dennison 
Mfg. Co., Framingham, Mass., 
maker of gift-wrapping, school and 
office supplies, has been named 
director of marketing for the com- 
pany. He will continue as general 
sales manager and as a member of 
Dennison’s board of directors. 


Otto Promotes Battan 

Richard W. Battan, who joined 
Robert Otto & Co., New York, in 
1945, has been appointed exec vp 
and a director of the agency. 


Univac Study Helps 
‘Automatic Control’ | 
Analyze Readership 


New York, Jan. 29—Automatic | 
Control announced this week that 
it will conduct computer processed | 
readership surveys of its March} 
and April issues. 

The announcement follows a 
successful demonstration of a sam- 
ple survey conducted last Septem- 
ber by the magazine among visitors 
to the Instrument-Automation 


Conference & Exhibit held here. At|of such a study has made it pos- 
that time, 165 business executives | sible for Automatic Control to is- 
were asked their reactions to some | sue what it calls Readership Com- 
48 ads that had appeared in the| puter-dex studies, a categorized 
July issue, as well as to a number | report. 
of editorial articles and features. 
Following a period in which the 
data on the questionnaires was 
transferred to tapes and the setting 
up of a program on Remington 
Rand’s Univac, the complete sur- 
vey was calculated by the machine 
and an 80-page printed report is-|study devotes a page to every ad- 
sued by it in only 22 minutes. |vertisement in the checked issue, 
The rapidity with which Univac | showing percentages of respond- 
calculates and prints the results|ents for each of five criteria by 


s Each item in the survey is bro- 
ken down by industry ard by 
function of each respondent, to 
match those in the magazine’s BPA 
statement. 

The report of the September 


\ \ nd I ‘4 CBS Owned, Channel 19, Milwaukee. Represented by CBS Television Spot Sales 
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three separate types of executives 
in six major industrial categories. 

Thus it is possible to find out 
from the report, for example, what 
percentage of designers or engi- 
neers in the process industries was 
attracted to a given ad by its head- 
line, or what proportion of the cor- 
porate officers in the fabricating 
industries were stopped by the il- 
lustration of another ad. 

The survey was conducted for 
Automatic Control by James M. 
Vicary. Mrs. Mary K. Hawes, of 
National Analysts, Philadelphia, 
set up the Univac programming. e 


Kameny Adds Neshaminy 

Neshaminy Electronics Corp., 
Neshaminy, Pa., has named Ka- 
meny Associates, New York, to 
handle its advertising. The com- 
pany had no previous agency. 
David Tobak, formerly with Gour- 
fain-Cobb & Associates, Chicago, 
has been appointed copy chief of 
Kameny. 


professions, in social, religious, 
and community life. With 


NATIONAL BUSINESS WOMAN. 
The cost is small. You 

can give them the facts about 
your products and serv- 
ices on which to base buying 
decisions for only $5.28 

per thousand 

(12x b&w page rate). 

That's advertising power. 
Write for fact sheets and 
rate card. Reserve space now. 


1300 CONNECTICUT AVENUE, N. W. 
ROOM 311 WASHINGTON 6, D. C. 
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Stock Exchange Sets $600,000 Half-Year 
Budget, Plans Experiments in Spot TV 


New York, Jan. 30—The New 
York Stock Exchange will spend 
$600,000 in newspapers in the first 
half of 1957 on its national educa- 
tional advertising program. 

The Exchange will also spend 
an additional sum, the amount of 
which has not been released, for 
an experimental spot television 
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MORE MONEY?—This ad, in the New 
York Stock Exchange’s current 
campaign, is scheduled for Sunday 
newspapers Feb. 10. Calkins & 
Holden is the agency. 


campaign in two test cities, still 
to be selected. 


It will also continue its experi- | 


mental magazine campaign, start- 
ed last fall and designed to reach 
readers among the 5,500,000 high- 
er-income business and profes- 
sional people who do not now own 
shares in publicly-owned corpora- 
tions. 


~ PREFERRED 
SPACE 
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“) | ag 


HOLLYWOOD 
BANNERS 


112 Fast 32nd Street, New York 


| program, 


' | independent 


Keith Funston, president of the 
Exchange, in announcing the new 
emphasized that 1957 
advertising “will follow the new 


|approach we developed last year 
| which turned out to be very ef- 


fective. This approach,” he said, 
“was designed to attract the wid- 
est possible readership for our ed- 
|}ucational story about the invest- 


ma | ” 
| ment process. 


During 1957, he said, the Ex- 
change’s advertising will continue 
to stress the basic theme, “Own 
| your share of American business.” 
Mr. Funston disclosed that a re- 
|cently completed survey by two 
research organiza- 
| tions revealed that the Exchange's 
advertising is reaching the public 
effectively. The survey found that 
the two copy points which make 
the most lasting impression on 
readers are that two out of three 
shareowners have incomes of less 


than $7,500, and that stocks may 
be purchased on the pay-as-you- 
go monthly installment plan. 


= In the first half of 1957, the Ex- 
change will use four ads starting 
in January in 571 daily newspa- 
pers, four half-pages in the maga- 
zine sections of 163 Sunday news- 
papers, and two pages in Life. 

This is about the same as it used 
during the first half of 1956 when 
its expenditure was also $600,000 
(AA, Jan. 23, 56). During the last 
half of 1956 the Exchange spent 
an additional $700,000 in newspa- 
pers for a grand total of $1,300,000. 
In all of 1955 it spent $975,000. It 
is expected that 1957's advertising 
expenditure will equal that of 
1956. 

Magazines now being tested in- 
clude Harper’s, Newsweek, Rotar- 
ian magazine, Saturday Review, 
Time, The New Yorker, U. S. News 
& World Report and several medi- 
cal, dental and legal publications 
and advertising and sales papers. 
Copy for the magazine campaign, 


now being prepared for use this 
Spring, will be more “sophisticat- 
ed” than previously, based on find- 
ings of the surveys. 

The Exchange is also releasing 
a merchandising kit for use by 
member brokerage houses. This 
kit provides material which indi- 
vidual members can use to tie in 
their own advertising with that of 
the Exchange, along with reprints 
of Exchange ads, suggestions for 
radio anc. tv commercials, and dis- 
play materials. During 1956, 300 
member companies ran tie-in ads 
in newspapers carrying Exchange 
advertising, it was said. 


@ The stock exchange invariably 
uses coupons in its print advertis- 
ing. Returns direct to the Ex- 
change in 1956 totaled more than 
168,000 as compared with 157,000 
in 1955. The average coupon cost 
of $3.55—including minimum esti- 
mate of responses to member com- 
panies—is regarded by the Ex- 
change as “gratifyingly low in the 
face of substantial rate increases 


Advertising Age, February 4, 1957 


by many of the publications used.” 

Two studies, one based on the 
experience of 197 members and 
the other on the experience of 161 
member companies, indicate that 
between 8% and 9% of the coupon 
leads were converted into ac- 
counts. Another 31% to 32% want- 
ed further contact. . 

Calkins & Holden is the agency. 


Gas Assn. Names Two 

The American Gas Assn., New 
York, has appointed Hayes S. Wal- 
ter commercial promotion manag- 
er in its promotion, advertising and 
research (PAR) program and Ger- 
ald P. Mullins assistant to Charles 
R. Bowen, PAR promotion manag- 
er. Mr. Walter formerly was in 
AGA’s industrial and commercial 
gas section. Mr. Mullins last was 
with Lennen & Newell. 


Simmons Research Moves 

W. R. Simmons & Associates 
Research has opened expanded of- 
fices at 200 Madison Ave., New 
York. 


Natural Distribution Area necessitates exception to Metropolitan Concept 


Families: 193,600 


Effective Income: $1,800,456,000 
Retail Sales: $1,313,678,000 
Families: 336,300 (Population: 1,084,600) 
The Spokesman-Review and Spokane Daily 
Chronicle reach 5 out of 10 families. 

Effective Income: $1,108,219,000 
Retail Sales: $ 773,391,000 


The Spokesman-Review and Spohane Daily 
Chronicle reach 8 out of 10 families. 


(Population: 628,100) 


Total: are cumulative; Population, households, income, sales: Sales Management, 1954, Circulation ABC Audit Report, March 31, 1956 
°24 complete counhes shown (stes! data. with exception of cw culation, unavailable for parts of counties defined by ABC 


Effective Income: 
Retail Sales: 
Families: 85,000 


Chronicle reach 10 out of 10 families. 


$484,789,000 
$336,760,000 
(Population: 261,000) 


a e0UmlClOC Ee ell ee 
ae ll Ee ee ee ee ey ek, Puen nes 
ee ee a Ee are AS gal ee Sr Sg eee ee Lage OPTS ae ae Be teeta ee crite yt ve) eee rap ere aa Ale 
oe Ste on wae te oe wee ; ee — si ee ii inal : eer ee nike eee es a a Seg e bs co ge ae apa ee 
= CC 
. 
ae 
" wees a 
iad e 
a ey 
ee, Bo 
Shae a | a 
can 4 : P } 
vy aps » j 
- {= Ad 
arr = 7 ' 
oe ' bes: a 
2 
, ng i ee 
er esse: secon | sindasialieliotiterichates Ne er ee en 
oa : —4 
0 van ome ary cumemnn eters » aid om 
aie ph 1, Peternt ot revs ~ 
i. (seal eee en » s + Hteryenumg fax 
a - me ; 
; =! ones em \ a 
preter op be erin Sores oes 
panty Tl Sa Tas Taw Bees , 
a. fest ty ae 2 : e as , j 
‘neg Ee r gre bow —_—_— rs Bi va 
J a si wwe @ eae : A gm aon — ss ae ee ae ‘ of — re ae Sa 
x oe r . , - . wee a . —= hy Fe) ae agin Bee J ae ‘ en : 
i Cum, | e + . . ; 
Scene Cg ae Spokane = 2 
a [5 ise sag amiqnes ae nad a | me ee P Seattle MONTANA “lim 4 
x : wes % ne 
* ie | - WASHINGTON . 3 
a | nn | ‘A . “ . 
a7 rie : ant ; | ." 
ers Gt ot | elas = ~ > 
Palpiee mo oe : <a" .N 
mo ee ee Portland » ‘ ‘ <= “a 
se | fae ee! % a 
eo “x zs, - ~/ ws ie F 
cae , y ve “SS om ? Eee a 
} ~ eee 7 
ae OREGON IDAHO oe a 
eM. ‘ = Sed 
(jee : - igen Ve : 
ere ee ond ty 
pore ane) : =~ Be ete 
: aos oe =i 3 5 oS : ; i i 4 
sade ’ 
‘ =s ‘ = 
ee : 
Bete. oa | = 
ores - | = 
Ares ell 
eS ea SER eS Seyi 
One aye EE 4 
Mee 4h Le rr ae oy 
ie ie as ai 
lie ith Extra ee " 
os 
ia W j 
ee . 5 
rele ip ; — a a 
aware i . & a 4 2 
ete : Seta de a edd .. om The self-contained 4 
ms er a , : ny Re * ee ie i J 
| 3 op One of the largest areas ; 
p ; : : zp a = Po . 
x . Mares = i 
ae iat avai ee v 
patie than ever COs" ee ee Sechelt es 
. : : a wae | : ee, a eee o Ai 
ie : F ; ’ ; e is sea : Metrepeliten Spohene po P| 
. ss ae spiirrn ties Pa nee io ie of the Inland Empire The Spokesman-Review and Spokane Daily 2 
ha a | 
| 
os ea a ; pe - 
aa ae er ne Oe isis Pant ieis: is het ie ok ie a Oa ee sd ea St Rat Ak a ue tinge 
peat nee Foy oie : 5, SR teas ne er alt em, Sabaneta ms aA dere a Bei acess ach Seda ca a : ; ad in ry ae Big Ef ek a cag eS ah Se ee ; Sica : » 2 gatihell ee fins ae 
ch eee eet ee ce ay rte I Ee, ae ee, Reet oes yan re ct) tnd Beet Sy tan ar er ocr! rn sg ars nel eT aaa 
a ee ee 


tase Se oa. 


| 
i 
: 
| 
| 


Advertising Age, February 4, 1957 


Ex-Gov. Langlie Is Third ‘Outsider’ 
to Be Named McCall Corp. President 


(Continued from Page 2) 
sibilities they’ve been carrying and 
permit them to spend more time 
on the expansion programs that 
are under way in our three major 
divisions—magazine publishing, 
printing and dress patterns.” 

In response to questions put to 
him at a press conference today, 
Gov. Langlie said he owned no 
stock in the McCall Corp. at this 
time. He said he has a contract as 
president, but it has no termina- 
tion date. He said he will be “in- 
terested in the editorial depart- 
ment but not to the extent of 
wanting to change anything. 

“The McCall Corp.,” he said, “‘is 
doing a good job, and my main ob- 
jective at the outset will be to con- 
tinue the momentum of the suc- 
cessful operations carried on for 
the past two years.” 


According to Mr. Pierce, the Mc- 
Call Corp.’s “business is in good 
condition, and that of our remain- 
ing competitors is good.” He added 
that gross corporate sales—both 
advertising and printing—in 1956 
should come to about $65,000,000. 


s He said profits will not appear 
as high in 1956 as in 1955, “but 
they’ll be better than we expect- 
ed.” 

Mr. Pierce said rising costs and 
“heavier than usual promotional 
and selling budgets” cut into the 
profit picture. The promotional 
|budget, he indicated, pivoted on 
| plugging “togetherness.” 

Concerning Gov. Langlie’s ap- 
pointment, Mr. Pierce said, “I have 
been looking for a man to take 
over my job for several years. I 
am president of a multi-phase pub- 


lishing operation, and when Mr. 
Simon suggested Gov. Langlie and 
I looked into his qualifications, I 
knew we had the right man.” 
Gov. Langlie told the meeting 
that he had lost three elections. 
“The first time is tragic, the sec- 
ond time is rough, but it’s easy 
after that. It’s then that you realize 
that sometimes when you lose you 
win. If I hadn’t been beaten by 
Sen. Magnuson last fall, I wouldn’t 
be here now.” . 


Puerto Rico Expands U. S. PR 

Puerto Rico has expanded its 
public relations operation in the 
U. S. with the establishment of 
a tourism publicity section, to be 
headed by Don Short, travel edi- 
tor of the New York Journal- 
American for the past 27 years. 
Mr. Short will be assisted by 
Michael A. Segarra, also formerly 
with the Journal-American. The 
section will work out of the Puerto 
Rican Economic Development Ad- 
ministration office at 579 Fifth 
Ave., New York. 


a | 


LR MT Ot Saas ee ny ee 


Economic Signs Point to Leveling Off 
After Ist Quarter, Congress Unit Hears 


(Continued from Page 3) 
the direction in which the economy 
is moving, Mr. Katona said. 


® At the same session, Martin F. 
Ginsburgh, chief economist of the 
National Industrial Conference 
Board, reported signs that invest- 
ment in plant and equipment by 
durables manufacturers has lev- 
eled off and soon may begin to 
decline from the peaks established 
in the first quarter of 1957. 

While it appears, he said, that 
producers of durable equipment 
and non-residential construction 
outlays in 1957 will be somewhat 
above the fourth quarter, 1956, he 
told the committee industrial ac- 
tivity cannot be expected to be the 
explosive force in 1957 that it was 
in 1956. 

He expressed a belief that de- 
mand for funds for industrial 
activity and industrial inventories 
may begin slackening later this 


Alawwer fou prone 
The Spokane Market is: 


4 times as big 
as it looks! 


It’s one of the West’s largest marketing areas 


Scheduling markets purely by metropolitan areas? Watch out then, 
when you look at Spokane. It calls for an exception. Seen in the com- 
parisons opposite, metropolitan measurements just can’t do this big, 
isolated market—or your sales estimates—justice. Measured by any * 
market index—population, income, retail sales—it’s 4 times as big as 
its metropolitan area. And what's better, you sell it all when you sell Spo- 
kane by “A-scheduling”’ its two big daily newspapers— The Spokesman-Review 
and Spokane Daily Chronicle. 


year and that it will become desir- 
able to ease up on “tight money” 
controls to encourage more activity 
in the residential building field. 


s The committee also heard Ewan 
Clague, commissioner of labor sta- 
tistics, warn that automatic wage 
increases due in 1957 under wage 
contracts completed last year will 
add additional pressure to the up- 
ward trend of wholesale and con- 
sumer prices. 

Farmers constituted the only 
economic group standing to gain in 
1957; Oris V. Wells, of the agricul- 
tural marketing service, reported 
that realized net income of farm 
operators climbed 5% in 1956— 
the first gain since 1951. Another 
5% gain is anticipated in 1957, 7" 
said. 


24 Publications 


Join to Promote 
Industrial Ads 


New York, Jan. 30—National 
Industrial Advertisers Assn. will 
launch in February the first ad in 
a new campaign designed to sell 
pew management on the im- 
| portance of a well-balanced indus- 
| trial advertising program. 

The first ad will appear in the 
Wall Street Journal and 23 U.S. 
and Canadian business publica- 
| tions. 
| Albert R. Teifeld, director of ad- 
| vertising, Copperweld Steel Co., 
Pittsburgh, and chairman of 
|NIAA’s public relations commit- 
| tee, said the advertising will stress 
| benefits to be derived from a sound 
_industrial advertising campaign by 
industrial companies. These, he 
said, include greater returns on 
sales investments and more effec- 
tive deployment of sales forces. 

Mr. Teifeld estimated that space 
worth approximately $100,000 has 
been donated by the 24 publica- 
| tions participating. 


® Griswold-Eshleman Co., Cleve- 
land, created the ads in collabora- 
tion with the association’s public 
| relations committee, at no cost to 
NIAA. Production expense has 
been absorbed by ten Pittsburgh 
industrial companies that have 
| personnel in NIAA. 
| An educational campaign spon- 
|sored by NIAA in 1956 was sup- 
| ported by 15 business publications 
(AA, April 2, ’56). 

In addition to the Wall Street 
Journal, other publications that 
| will carry the 1957 campaign in- 
| clude: 
| American Machinist, American 
Metal Market, Automation, Auto- 
|motive Industries, Business Week, 
| Canadian Food Industries, Canadi- 
an Industrial Equipment News, 
| Canadian Mining Journal, Canadi- 
an Oil & Gas Industries, Canadian 
|Refrigeration & Air Conditioning, 
Factory Management & Mainten- 
ance, Flexography, Foundry, Fur- 
niture News, Gravure, Iron Age, 
Lumberman, Machine Design, 
| Product Engineering, Pulp & Paper 
| Magazine of Canada, Steel, Tele- 
phony and The Timberman. 
| A few other publications may 
| participate in the campaign, prob- 
ably within another month, it was 
said. 7 


Graem Yates Gains Four 

Graem Yates Advertising, 
Charlotte, N. C., has been ap- 
pointed to handle advertising for 
four new accounts. They are 
Comer Machinery, Atlanta; Coker 
Pedigree Seed Co., Hartsbille, 
S. C.; Carolina Conditioners and 
Fleming Specialty Co., both of 
| Charlotte. 
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Along the 


Media Path 


Plant expansion and expendi- | more are on order along with a 


tures for the Mercury and News 


,| pair of folders, flying posters and 


San Jose, Cal., will go over the|a newsprint conveyer. The addi- 
$1,000,000 mark before the end of |tional press equipment will give 
1957. In addition to the two units|the Mercury and News a 10-unit 
put into service last year, two| press equipped with two pairs of 


folders. Tied in with the press ex- 


Handle Your Publicity 
Easily, Efficiently 
and Get Better — 


OVER 2000 LISTING CHANGES 
Bacon’s NEW 1957 Checker! Most com- 
plete listings available for releasing pub- 
licity. 3356 business, farm and consumer 
magazines listed in 99 market groups. Over 
2000 listings have been changed for 1957. 


Bacon's editor-coded system shows 
exactly what material each publication 
uses. Pin-points publicity —saves on prep- 
aration, photos and mailing. Sturdy fabri- 
coid, spiral bound book. 642" x 944" size, 
272 pages. Write for your copy teday. 
oe oe a ea 

PRICE $15.00 Sent on Approval 


Cc - 7 
Address 
City 


Stote 
Bill: CO Me © My Compony 


BACON’S CLIPPING BUREAU 


343 So. Dearborn St. Chicago 4, Illinois 


pansion is a major overhaul of 
|mailroom facilities. An automatic 
stuffer is the largest item of equip- 
ment. Already in service is an au- 
tomatic wire-tying machine and a 
bundle bumper. 


e The Evening Herald, Manches- 
ter, Conn., marked its 75th anni- 
versary on Jan. 18 with publica- 
tion of a 40-page, tabloid-size 
section containing news highlights 
of the past years. 


e The Sun, Jackson, Tenn., has 
purchased a Goss Universal press. 
The six-unit Universal with su- 
perimposed color cylinder and 
balloon former folder will replace 
a 16-page Duplex Standard Tubu- 
lar press, thus tripling capacity to 
48 pages. The Sun also has or- 
dered a Goss Plate Perfecto for 
producing color and black stereo- 
type plates. 


e Cue will inaugurate a specialty 
food section in its editorial depart- 
ment in February. 


e A booklet outlining the activi- 
ties in educational tv during the 
past year has been issued by 
WSAZ-TV, Huntington, W. Va. 
Copies of the booklet have been 
sent to members of the U. S. Sen- 
ate and House of Representatives, 
the West Virginia, Ohio and Ken- 
tucky senates and houses, the 
FCC, the NARTB, the three major 


tv networks and tv stations 


throughout the country. 


e 1,445,375 Milwaukeeans voted 
in the Milwaukee Journal’s “Fa- 
vorite Checker Contest.” These) 
voters selected their favorite food 
market checkers by voting with | 
product labels from 26 products 
tying in with the promotion. The 
Journal ran full-page ads every | 
week in the Thursday food section 
pushing the contest. Each ballot 
had to be accompanied by a label. | 
696 checkers participated in the 
contest which ran from mid-Sep- 
tember to mid-December. Top 
award was a 1957 Plymouth. 


e Materials & Methods has an- 
nounced a contest for the best use 
of materials in product design. 
The contest ends Feb. 15. Awards 
will be made May 20-24 during 
the Design Engineering Show in 
New York. Details for the contest 
may be had by writing Awards 
Editor, Materials & Methods, 430 
Park Ave., New York 22. 


e The New York Herald Tribune’s 
sixth annual “School for Brides 
and Bridegrooms” will open 
Wednesday, Feb. 13. 


e The Philadelphia Inquirer has 
switched from a seven-point body 
type face to an eight-point Corona. 


e The Kennebec Journal, Au- 
gusta, Me., has installed a new 36” 
Miehle press. It handles sheets up 
to 23x36” and makes up to 6,500 
impressions per hour. 


e Boot & Shoe Recorder will be 
75 years old on April 1. The mag- 
azine was founded in 1882 in 
Boston. To commemorate this 
event, the editors will publish an 
anniversary issue June 15 which 
will be “a study in retrospect and 
prospect” to be called “A 75-year 


Record of Our Shoe Standard of 
Living and a Projection for the 
Next Quarter of a Century.” 


eGlamour is launching a new 
beauty section in February. En- 
titled “Glamour’s Beauty Book,” 
it has its own cover and its own 
theme. The first edition is based 
on “How to Shake the Mid-Winter 
Blues.” 


e Westinghouse Broadcasting Co., 
which recently became the first 
commercial broadcaster to pur- 
chase the entire Encyclopaedia 
Brittanica Films library for use 
on its television stations, is mak- 
ing selections from that library of 
650 films available free to educa- 
tional stations within the service 
areas of the Westinghouse stations. 


e The four winners of the 1956 
“Boating’s Golden Awards” pre- 
sented by the National Assn. of 
Engine & Boat Manufacturers to 
newspapers for “leadership in 
boat advertising linage and the 
promotion of recreational boating 
and allied water sports” are: Daily 
newspapers of more than 100,000 
circulation—the Boston Globe; 
daily newspapers of from 30,000 
to 100,000 circulation—the Senti- 
nel-Star, Orlando, Fla., and weekly 
and semi-weekly newspapers—the 
Star, Columbus, O. 

Certificates of “Awards of Mer- 
it” were voted to the seven other 
finalists, the Milwaukee Sentinel, 
the New York World Telegram & 
Sun, the Herald, Port Huron, 
Mich., the Telegram, Temple, 
Tex., the News, Sarasota, Fla., the 
Press, Suffolk, L.I., and the News 
Herald, Wyandotte, Mich. 


e The Hungarian relief activities 
of the International Rescue Com- 
mittee received $35,000 from Life 
on Jan. 27. This represents the 
first publishing profits from the 


ft 


FRANK X. GAUGHEN has retired as 
western manager of Capper Publi- 
cations, Chicago, effective April 
1. With Capper since 1922, Mr. 
Gaughen will continue as vp and 
a director of Capper-Harman-Slo- 
cum, Cleveland, publisher of Ohio 
Farmer, Pennsylvania Farmer and 
Michigan Farmer. 


worldwide sale of “Hungary’s 
| Fight for Freedom,” a special pub- 
lication prepared by the Life ed- 
itorial staff. 


e National Bottlers’ Gazette cele- 
brates its 75th anniversary with 
| its March issue. One of the fea- 
|tures in the special anniversary 
|}issue will be a section showing 
|the changes in advertising tech- 
|niques and distribution methods 
from 1882 down to the present. 


|e Radio Station WPAT, New 
| York, is planning a new building 
| to house its entire am and fm op- 
| eration. The building will be built 
on station property in Clifton, 
N.J., where the station’s transmit- 
|ter is located. 


_@ NBC has presented its first pub- 
| lie service award for particuiarly 
|noteworthy service to the com- 
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munity to the New York Journal- 
American for its “astute and 
ceaseless efforts to end a 16-year 
reign of terror by the ‘Mad 
Bomber’.” 


e Department of New Laurels: 

The February, 1957, issue of 
Nation’s Business closed with 
more than $235,000 in advertising 
revenue, a new alltime high for 
a single issue of the magazine. 
This represents a 28.4% revenue 
gain (without benefit of rate 
change) over the February, 1956, 
issue. 

The Detroit News had a record 
43,554,089 lines of advertising in 
1956. 

Your New Baby reports a gain 
of 16% in advertising revenue for 
the March issue. 

The March issue of True will 
be the 13th consecutive issue to 
show a gain in advertising sales 
over the corresponding month of 
the previous year. 

Continued gains in billings for 
Harper’s Magazine and The At- 
lantic have brought the 1956 com- 
bined total (up 32% over 1955) to 
over $1,000,000 for the first time 
in the history of the magazines. 

KFMB-TV, San Diego, reports 
its national sales in 1956 were 
45% greater than 1955 and its 
local sales 24% greater. 

The Philadelphia Daily News’ 
retail advertising linage in 1956 
increased 6.5% over 1955 and 
general advertising increased by 
8%. 

Ladies’ Home Journal revenue 
for March is $3,116,933, an all- 
time high for any issue in the 
magazine’s history. 

Picture Magazine, locally edited 
rotogravure newspaper section of 
the Minneapolis Sunday Tribune, 
published more than 850,000 lines 
of local and national advertising 
during 1956. 


By Maurine Christopher 

New York, Jan. 29—Steve Al- 
len’s “Tonight” show, which has 
faded to make way for a new 
“Tonight” format, undoubtedly 
had a lot of fans, but Mr. Allen’s 
chief mourners must be the free- 
plug planters. They are certainly 
going to miss him. 

The William Harbach-pro- 
duced, stay-up-late program went 
off the air Jan. 25 with a blast of 
free plugs. If they brought any- 
thing like the going rate in cash 
or merchandise, somebody—the 
performers, producers or writers 
—had a good night. 

Most of the gratis advertising 
was jammed into the first 30 min- 
utes of the telecast. The plugs 
were very straightforwardly pre- 
sented, with no effort at camou- 
flage—a parade of scantily-clad 
girls stepped up to make direct 
pitches for everything from stom- 
ach remedies to girlie shows. 
There were no gags or jokes to 
hamper the hard sell. 


= The free riders, in more or less 
the order of their appearance, 
were Arpege perfume by Lanvin, 
Tums, the razor blade manufac- 
turers (“the only way to shave is 
with a blade”), Allied Van Lines, 
After Six Formals, the 500 Club 
in Atlantic City, Sleep-Eze Tab- 
lets and the Continental night 
club in New York. 

The last two plugs were de- 
livered by a curvaceous blonde 
who introduced herself as Tinker 
Bell, the ecdysiast, and invited 
everybody to come see her act at 
the Continental. 

Later “Papa” Leone of Leone’s 
restaurant, which was providing 


the food for Mr. Allen’s “closing 
\night” party, came on for an un- 


Steve Allen Says G’bye with Kisses & Hugs; 
Leaves ‘Tonight’ in Flood of Free Plugs 


entertaining and unenlightening 
demonstration of salad making. 
And a man in the audience, who 
was introduced as a_ look-alike 
for Mr. Allen, turned out to be a 
salesman for Worth perfume. 
(What kind of product protection 
is that—after Lanvin?) 


® On this sentimental night, the 
star of the show even managed 
to work in a mention for Emile 
Bocian. Undoubtedly the tv au- 
dience hadn’t the remotest notion 
of whom Mr. Allen was talking 
about. But it was fitting that Mr. 
Bocian should be mentioned along 
with the plug-spouting pretty 
girls, since he is one of the busiest 
planters in television. 

But were there any real spon- 
sors—the sort who pay NBC’s 
bills? In New York, there was 
only one network commercial, a 
very good one for Admiral’s sur- 
prise tv set offer. In addition 
there were a few local paying cus- 
tomers during WRCA-TV’s sales 
periods. 

To be completely fair about the 
old “Tonight’s” swan song, it 
should be noted that the last hour 
or so of the show settled down to 
solid entertainment, highlighted 
by brief appearances by a bevy 
of stars who stopped by for the 
closing night festivities. 


s Mr. Allen, who will now be free 
to concentrate on battling Ed Sul- 
livan Sunday nights, was most 
impressive in a brief, moving 
farewell to his “Tonight” follow- 
ers. He devoted one fast sentence 
to expressing his gratitude to the 
sponsors for making the show 
possible, but none of them—not 
even Admiral, which stuck with 
him to the end—rated a mention 


by name. 

Of course, it would have been 
cumbersome to reel off the names 
of the 94 advertisers who bought 


time on this participating show | 


since it started in September, 
1954, and nobody would expect it. 

But such a recital by the pretty 
girls wouldn’t have taken any 
more time and couldn’t have been 
much duller than the free plugs. e 
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Viny] Fabrics Institute Elects 
Fred L. Ford, vp of Athol Mfg. 
Co., Athol, Mass., has been elected 
president of the Vinyl Fabrics In- 
stitute, New York. C. Gordon Jel- 
liffe, Columbus Coated Fabrics 
Corp., Columbus, O., was elected 
lst vp, and Paul Howard, Wey- 
mouth Art Leather Co., South 
Braintree, Mass., was elected 2nd 


| Vp. 


DAY and NIGHT 
Agency Serwice 
712 FEDERAL ST., CHICAGO © WAbash 2-8816 


Gong places ! 


Meet “‘Acezz,”’ the fastest, freshest new half-hour film series of the season. 


Pretty Joan Shawlee plays Aggie, the fashion buyer, whose free-wheeling, 


breezy excursions in and out of worldwide markets catapult her into merry and 


mysterious foreign entanglements! Here’s comedy-adventure for 


all audiences, all ages... with matchless merchandising 


and promotion advantages built right into the script. 


RKO TELEVISION 


Sy 


a division of 


RKO TELERADIO PICTURES, INC. »~ 


“‘Accie’s’’ going places... and so is any advertiser who travels with her! 


See ‘‘Aceiz’’. For details, prices, and audition print, phone, write, wire, or walk right over to 


1440 Broadway 
=» | New York 18 
LO 4-8000 
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GO TO YOUR NEWSSTAND 


| 


Foran Joins John Cockerell 

Robert D. Foran, formerly with 
| Jann & Kelley, newspaper repre- 
| sentative, has joined the sales staff 
lof John Cockerell Inc., Chicago 
publishers’ representative. He suc- 
ceeds George N. Glover, who has 
been transferred to St. Louis. 


Department Store Sales... 


4 12,500 


Heedlines 


Brainstorming for Ideas? Here are 


12,500 ADVERTISING HEADLINES 
36 classifications indexed for quick reference 


Mall check with order, or will be 
sent C.0.D. 5 days free inspection. #3. 95 
Money refunded if not satisfied. 
12,500 advertising headli 
thought starters and suggestions en ore now yor 
put in dolly use by advertising agency copy writers 
and executives, department store scales promotion 
monagers, advertising and merchandising managers, 
, newspoper solicitors, show cord writers, 
monagers and others interested in sing 
and sales promotion. 


Size 9” x 12”. Spiral binding. 
stock. Classified and inde 
leaded. 36 classifications. in use since 1938. 
Raymond Hall—211 W. Franklin St., Richmond 19, Va. 


SPECIFICATIONS: 


157 pages. Good 
med. Set in 12-pt type, 


2% Gain Over ‘56 in Jan. 26 Week 


WasHINGTON, Jan. 31—Depart- 
ment store sales across the U. S. 
during the week ending Jan. 26 
were 2% ahead of the similar week 
of 1956, the Federal Reserve Board 
reported today. 

For the four weeks ending at 
that time, sales were also 2% ahead 
of 1956. 

Six of the 12 FRB districts re- 
ported losses for the one week. 
These were Boston, 1%; Philadel- 
phia, 3%; Richmond, 6%; Kansas 
City, 3%; Dallas, 7%, and San 
Francisco, 10%. 

The remaining districts showed 
gains as follows: New York, 6%; 
Cleveland, 3%; Atlanta, 9%; Chi- 
cago, 3%; St. Louis and Minneapo- 
lis, 1%. 

Detailed breakdown of these 
gains and losses for each district 


will be available next week. Sales 
for the prior two weeks were as 
follows: 


% Change from "56 
Week Ending 


Federal Reserve Jan. Jan. 
District, Area, and City 2 19 
UNITED STATES 00.0000... +3 +8 
Bosten District .................« —3 —4 
Metropolitan Areas 
EE aS —32 — 5 
Downtown Boston .... +1 —7 
Suburban Boston .......... —10 0 
Cambridge  .............. wu —13 +9 
ee a | —3 
Quincy +5 +5 
OS Sn —3 —10 
Cities 
Springfield —4 
Providence -_ +32 
New York District ................. r+ 9 —2 
Metropolitan Areas 
ET a. r1 —17 
New York-N.E. 
NOW JOTSOY  ncccccrccccccsceseee r+l1l 0 


ma>zon>z\ 


Altogether bigger and“ 
differenter than 


J" might thinks 3 


ER 


58% above the national 
average in HARDWARE SALES! 


Not just Salt Lake City . . 


But the entire 4-state market* with its 1% million prosperous prospects. You see, Salt Lake City 


. Not just Utah... 


. but marketing is DIFFERENT. Experience shows that you can reach. . 


eo? -_ 
~\ 


THE SALT LAKE INTERMOUNTAIN MARKET 
eoeeeCcensg,, | 


is just the beginning of the Salt Lake Intermountain Market. In the West, people's needs are the same 
. and sell . . . this entire 


4-state market effectively only if you use the coverage of Salt Lake City’s two great metropolitan papers. 


* Designated as one big market by the Department of Commerce and the National Retail Drygoods Association. 


Think bigger about Salt Lake. . 


The Salt Lake Tribune {| Y 


(MORNING & SUNDAY) 


a? 
os 


COLOR IM MEWSPAPER ADS ADOS EXTRA 


NCY 
ck © 


2 DESERET NEWS ino 
Ss Salt Lake Telegram (eveninc) 


< 
4G f ni 


. It grows on you 


SALES 


Represented Notionally by: MOLONEY, REGAN & SCHMITT, Metro Sunday Comics Network. 
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Department Store 


Sales Barometer 


Change from 1956 


Week Ended 
Jan. 26, 1957 


Jan. 5, 57 to 
Jan. 26, '57 


Syracuse ............. 
Philadelphia Distric 
Metropolitan Areas 

Wilmington —_ 

Trenton ...... ate +30 

Lancaster ........ ” —25 


Reading .............. ies +14 
Ee 
Wilkes-Barre—Hazleton . — 1 
Cleveland District 
Metropolitan Areas 
ee, Sl +14 
—Fa~ alien 0 —4 
Cincinnati 
Cleveland ...... 
Columbus 
Springfield ... 
Toledo 
Erie “ ee — —15 
Pittsburgh 
Wheeling-Steubenville .. +435 +18 
Richmond District .................. r+138 +1 
Metropolitan Areas 
Washington 


+ 
Downtown Washington —_ 
ID. citinencnistnesininenectrreen +17 + 
Downtown Baltimore .... — 
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Promotes Victor Pizzolato 

Lehn & Fink Products Corp., 
New York, has promoted Victor A. 
Pizzolato to product manager 
for toiletries. Formerly assistant 
product manager for Hinds Honey 
& Almond fragrance cream and 
Etiquet deodorant, Mr. Pizzolato 
will now supervise all marketing 
for both products, including sales 
promotion, merchandising and ad- 
vertising. In addition, he will be 
in charge of new toiletry products 
|soon to be introduced. 
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Do You Go 
for a Story? 


Irwin Forman, 
Editor of INGENIERIA 
INTERNACIONAL 


CONSTRUCCION, 
Covers 10-Billion Dollar 


Market in Latin America 


ECEMBER, 1956. . . Mexico, Guatemala, Costa 

Rica. January ... Colombia and Venezuela. 

This summer . . . every major Latin American 

country. That’s how Irwin Forman, Editor of 

McGraw -Hill’s export construction magazine, 

INGENIERIA INTERNACIONAL CONSTRUCCION, 
gets his firsthand material. 

Irv’s constant quest for news is supplemented 
by the McGraw-Hill network of News Bureaus 
or correspondents in every major Latin American 
area. They provide him with a steady stream of 
information on what readers are doing, what they 
want to know, and what problems they face from 


McGraw-Hill Magazines 


baa 


day to day in the fast growing construction field 
south of the border. 

Irv Forman started off as a construction engineer 
in his home state of Pennsylvania. During World 
War II, he was in Army Public Relations and In- 
telligence, acquiring his journalism experience that 
today works hand in hand with his engineering 
background. With CONSTRUCCION, he has pro- 
gressed from assistant editor to managing editor 
to editor. 

In his work for CONSTRUCCION, Irv has come 
to know virtually every key figure in Latin Ameri- 
can construction . . . has a working knowledge of 


McGraw-Hill Publishing Company, Incorporated 
330 West 42nd Street, New York 36, New York 


every major project in a 10-billion dollar annual 
market. He has helped Latin American engineers, 
through mechanization, virtually retire the burro 
and the peon. 

Because they find day-to-day help in their jobs, 
because editors like Irv know their fields inti- 
mately from personal contact, more than a million 
men in business and industry subscribe to McGraw- 
Hill magazines at home and overseas. These readers 
are a concentrated market for billions of dollars 
of products and services. You can reach this alert, 
responsive and action-taking audience with your 
advertising in McGraw-Hill magazines. 
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‘Electronic News,’ New 
Fairchild Publication, Bows 
Electronic News, new Fairchild 
Pubiications’ industrial tabloid- 
size weekly, bowed Jan. 21 with 
a 24-page folio and 20 advertisers. 
Initial distribution of 30,000 copies 
is guaranteed, including both paid 


42 
AND ILLUSTRATIONS @ 
7 \R] FOR FAST LAYOUTS 
There's nothing like the monthly Clipper for 
fast layout in emergencies. BIG NAME firms 
that you know depend on the Clipper for Clip- 
Art. Free sample. No obligation. Address . . . 


MULTI-AD SERVICES, INC. 


TRADE publication! 


America’s FOREMOST TOY 


McCREADY PUBLISHING 
71 W. 230d HY. 10 


and controlled circulation. Sub- 
scription price is $1 a year. Base 
advertising rate for a b&w page 
(10x16”) one time is $1,350; for 
a one-time b&w 7x10” ad the rate 
is $640. 

Present daily coverage of radio, 
television and allied electronic 
consumer products as provided by 
Retailing Daily will not be altered 
by the addition of Electronic 
News, the company says. Wade 
Fairchild, formerly on the adver- 
tising staff of Women’s Wear Dai- 
ly, is publisher of the new weekly. 


Ad League Holds Ist Awards 

Contest; Adds Two Members 
The League of Advertising 

Agencies, New York, is accepting 


entries for its first annual 


“Outstanding Advertising” awards 
competition, limited to league 
members in good standing in 1956. 
Entries must be postmarked by 
Feb. 15. Awards will be made in 
five categories: consumer print 
media, trade print media, direct 
mail, sales promotion and radio- 
television. 

The league also has added two 
members. They are Parsons, Fried- 
mann & Central Advertising Agen- 
cy, Boston, and Rozens Advertis- 
ing, Bridgeport, Conn. 


Batson Elected President 

Charles A. Batson, vp and man- 
aging director of WIS-TV, Colum- 
bia, has been elected president of 
the South Carolina Radio & Tele- 
vision Broadcasters Assn. 


in 


1 re moe 


~ METROPOLITAN . 
San Jose 


And the Mercury and News 
is the medium reaching every 
part of Metropolitan San Jose! 


Y 110,000 Daily Circulation* 
Up 12.2% 


V 93,000 Sunday Circulation* 
Up 13.4% 


Y 2,719,794 Automotive Linage** 
Up 30.1% 


* Publisher's Monthly Statement 
** Media Records, Jan.-Nov 1956 


Up and Coming... 


Billion Dollar Market! 


And Ford’s $40,000,000 Plant Adds 


Bs ees 


2,850 Employees 
$13,500,000 Payroll 


300,000 Vehicle Annual Capacity 


SAN JOSE 


Mercury ano News 


MEMBER OF THE METRO SUNDAY COMICS NETWORK 


REPRESENTED NATIONALLY BY RIDDER-JOHNS, 


INC 


Heart of California’s Second Gold Rush! 


Advertising Age, February 4, 1957 


M-G-M Sets Up 
Production Unit 
for TV Films 


New York, Jan. 30—Charles C. 
(Bud) Barry, the former network 
executive who is directing the tv 
activities of Metro-Goldwyn-May- 
er, has started setting up a tv pro- 
duction unit. Target date for the 
beginning of shooting on television 
series is next spring. 

Plans for the expanded video ac- 
tivity were announced last week in 
a letter to stockholders from 
Joseph R. Vogel, president of 
Loew’s Inc., M-G-M’s parent com- 
pany. The first films will be based 
on some of Metro’s most notable 


movie hits, such as “The Thin 
Man,” “Scaramouche” and _ the 
Hardy movies. 


® Mr. Barry, who already has the 
channeling of M-G-M’s pre-1949 
movie backlog to tv well under 
way, will make his headquarters 


jat the company’s Culver City stu- 
dios in California. He has set up 
|a program board to work with him 
lon the production projects. This 
| group is comprised of Adrian Sam- 
lish, producer and former Dancer- 
| Fitzgerald-Sample vp; Sam Marx, 
previously with Desilu Produc- 
tions; Ruth Kyle, former J. Walter 
Thompson Co. producer, and 
|Maurice Gresham, western sales 
manager for M-G-M TV. 

| Mr. Barry said he plans “to con- 
\fer directly with New York agen- 
lcies and clients interested in the 
production of film series.” 


® M-G-M’s library of 723 features 
already has been leased to 29 tv 
stations for a total gross of more 
than $31,000,000. These films also 
have been used as a wedge to ac- 
quire part ownership of stations. 
The financial statement to stock- 
holders showed consolidated net 
profits of $4,837,729 for the fiscal 
year ended Aug. 31, 1956, with $1,- 
800,000 of this coming from the 
licensing of movies for tv. The 
previous year the net was $5,311,- 
753. Profits for the 12 weeks ended 
Nov. 22—the first quarter of the 
company’s current fiscal year—hit 
$1,745,325, a sizable gain from the 
figure of $248,161 for the corre- 
sponding period in the preceding 
year. 

Among the profitable operations 
noted in the company’s report 
were Loew’s International, which 
operates theaters and drive-ins 
abroad; WMGM, an independent 
radio station in New York, and 
MGM Records. . 


Nargus, ‘SEP’ Select Theme 
tor Food Store Spectacular 

The Food Store Spectacular, 
sponsored by the National Assn. 
of Retail Grocers and The Satur- 
day Evening Post for Sept. 12-22 
(AA, Dec. 24), will have an alter- 
nate theme, “Miracle Marketing 
with America’s Favorite Brands,” 
for the use of non-food advertis- 
ers who will participate in the 
promotion. The main theme is 
“Miracle Meals with America’s 
Favorite Brands.” 


Time Inc. Appoints Fletcher 

Ronald W. Fietcher, formerly 
assistant operations manager of 
the Chicago production office, 
has been appointed traffic manager 
of Time Inc., Chicago, succeeding 
the late William A. Evans. He 
will be in charge of nationwide 
distribution of Time. 


‘SEP’ Carried 3,507.6 Pages 
In the Jan. 21 issue, ADVERTISING 
AGE erroneously reported that The 
| Saturday Evening Post’s cumula- 
tive pages in 1956 was 3,671.0. The 
correct number of pages is 3,507.6. 
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It’s the only way you can buy late-night 
network television (11:30 pm to 12:30 am, EST)! 
Big audiences, 95% adult! 


Flexible, low-cost buying pattern! 


Commercials integrated into the program! 


A personality who can sell —Jack Lescoulie! 


Regulars Hy Gardner, Earl Wilson, 
Bob Considine, Irv Kupcinet, Paul Coates, 


Vernon Scott! 


Special local and regional appeal, with 
headquarters in New York, Chicago and L. A.! 
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America after dark is the exciting stage for the new TONIGHT! From his post in 
Rockefeller Center, Jack Lescoulie takes viewers on a fast, fascinating look at the 
night: night names, night music, night news, night life. 


At their headquarters in New York, Chicago and Los Angeles, top entertainment 
columnists present their local stories of everything that happens at night, as it’s 
happening. They present views, reviews and interviews; showcase new talent; bring 
viewers up-to-date on movies and theatre; and cover all the important news. 


TONIGHT! is live! That means commercials that come as part of the show’s format, 
not as interruptions. And the audience for TONIGHT!’s commercials are adults who 


are interested in what is new... including your commercial message. 


The new TONIGHT! is ‘‘America After Dark.” The new TONIGHT! has everything. 
Watch it and see! 


Daytime or evening, more people view the 


NBC 


TELEVISION 


NETWORK oe on ie oto 


*NIELSEN COVERAGE SERVICE, STUDY #2 (SPRING 1956) WEEKLY VIEWING DATA 
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Convenience Foods Have Scant Impact 


on Housewife, Agriculture Dept. Study Says 


30—Nearly |total food budget by income and 
|size of family had been released 


WASHINGTON, Jan. 
200 pages of detailed statistics 


dealing with the food buying hab-|late last year. Detailed informa- 
its of American families were re-| tion which has just become avail- 
leased last week as the Department able provides the first breakdowns 
of Agriculture hit full stride in the | for each of the 200 individual food 


publication of the most compre- 
hensive study of food markets 


that the government has ever at- | 
The project is a joint effort of | 


tempted. 

The statistics in the tables show, 
among other things, that new 
convenience foods still have had 
relatively little impact on the 
total food market, and that the 
division of household food dollar 
by commodity group is about the 
same as it was before the new 
convenience foods became avail- 
able. 

The department's staff esti- 
mated that half of the household 
food money is still spent for 
meat, poultry, fish, milk products, 
and eggs; one fifth for fruits and 
vegetables; and the remainder for 
cereals, bakery products, fats, 


beverages and miscellaneous | 


foods. 


® The impact of new convenience 
foods often varied by income 
groups. While a fifth of all fam- 
ilies used frozen orange juice 
concentrates during the sample 
week, only 8% with incomes un- 
der $2,000 reported the use of 
frozen juices compared with 45% 
of those with incomes of $8,000 to 
$10,000. 

In the farm group, 10% used 
frozen orange juice, compared 
with 26% of the urban households. 
Half of all families used fresh 
oranges and a fifth used canned 
citrus juice. 

Flour mixes such as pancake, 
cakes, hot bread and other kinds 
were used by four out of 10 fam- 
ilies, while eight out of 10 used 
purchased packed goods. 

Other popular convenience 
foods, the department said, were 
ice cream, bought by 57%, ground 
beef by 58%, lunch meat, 55%, and 
jellies and jams, 45%. 


® Based on detailed interviews at 
6,000 households in early 1955, the 
study shows the amounts spent 
for each of more than 200 food 
items, by size of family, by in- 
come, and by urban-rural classi- 
fication. 

Preliminary summaries showing 


AIT no 


iy 


4 Counties of WEST TEXAS 
nd Southern NEW MEXICO 


The Zi Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDaY 


El Paso Herald-Post 


A SCRIPPL HOWARD NEWSPAPER 
EV ERING 


OVER 92,000 DAILY 


ON gS edt See eee th ee 


‘and beverage classifications cov- 


ered in the study. 


the Agricultural Research Service 
and the Agricultural Marketing 
Service. Individual copies of the 
statistics, known as “Food Con- 
sumption of Households in the 
US.,” are available free from the 
Office of Information, U.S. De- 
partment of Agriculture, Wash- 
ington 25. 

The report just released is the 
first of a series of five which are 
to be released at this time. Each of 
the next four, to be issued shortly, 
will cover specific geographic re- 


reports providing about 
pages of statistics. 

Because the statistics are useful 
largely to experienced market 
research organizations which 
usually have individual special in- 
terests, the reports were issued 
with a minimum of text. + 


Three to Cunningham & Walsh 

Cunningham & Walsh, New 
York, has appointed Robert L. Fox, 
formerly with Compton Advertis- 
ing, an art director. The agency’s 
Chicago office has appointed Mrs. 
Jory Graham and Earl B. Cole 
copywriters. Mrs. Graham for- 
merly was a senior writer with 
John W. Shaw Advertising. Mr. 
Cole previously was with Kuttner 
& Kuttner. 


ANA Names Schachte Officer 

Henry Schachte, vp of Lever 
Bros. Co., has been elected treas- 
urer of the Assn. of National Ad- 
vertisers for 1957. He succeeds 
Ralph Winslow, Koppers Co., now 


1,000 | 


Advertising Age, February 4, 1957 


TAN .. dont burn 


“COPPERTON 


~ GORPERTONE 


HALF-PINT SEPTEMBER MORN—This cute and suntanned (mostly) tot and 
her playful pup illustrate new point of purchase displays and out- 
door posters for Coppertone Sales Corp. Grant Advertising, Miami, 


gions, with the entire series of five | vice-chairman of ANA. 


is the agency. 


“G EIG ER COUNTER for $98.50 coused buying 
rushes and regular use of Air Express,” says the Presi- 
dent of The Detectron Corp., J. L. Cassingham. 


TP ET 


“THUNDERBIRD preview color prints get deliv- 
ered on time by Air Express,”” says Joseph H. Snyder, 
President, Color Corp. of America. 


Which one 
has the answer 
to your problem? 


“GUIDED MISSILE PARTS always meet oo 
schedules —thanks to Air Express,” says Vincent 


Sillitta, Traffic Manager, Clarostat Mfg. Co., Inc. 


AAW 


——— 


\ 
VA” 


— 


MMi 


Z 


“BUYING RUSHES on top-fashion bathing suits are 
always met by sure Air Express delivery,” says Board 
Chairman of Catalina, Inc., A. Louis Oresman. 


These men are “problem solvers”! 

They cut down warehousing spare parts — open up 
new markets — launch advertising programs in 48 states 
at once! They beat local competition anywhere in the 
country! 

In short, they use Air Express regularly! 

And Air Express can solve a lot of similar problems 
for you. Your product — or samples, models and promo- 
tions — can move from your own door to your customer 
in a few hours. 

Today, Air Express is expanding its fleet of two-way 
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‘Trading Stamps 
Curb Inflation,’ 
Canadians Told 


Ottawa, Ont., Jan. 29—A 
spokesman for one of Canada’s 
largest chains of grocery stores 
denied charges made last week in 
the House of Commons that trad- 
ing stamps contribute to inflation. 

Curtis Carlson, speaking for Ber- 
tram M. Loeb, president of the 
wholesale house of M. Loeb Ltd., 
which supplies IGA stores, said 
that premium stamps “discourage 
credit buying, thus fighting infla- 
tion.” 

The spokesman, who is vp of 
Gold Bond Stamp Co. of Canada, 
spoke at a press conference to “give 
the public the other side of the 
story.” 

J. W. Murphy, Progressive Con- 


servative MP for Lambton West,| trading stamps, the spokesman said | (Independent Grocers Alliance) 


the trading stamp scheme while 
speaking on economics and the ris- 
ing cost of living in Canada. 

The MP charged housewives 
“are being duped day in and day 
out” into believing they are gain- 
ing valuable premiums for nothing. 

“We don’t give something away 
for nothing,” said Mr. Carlson. 
“Giving high quality premiums to 
our customers is one way of thank- 
ing them for their patronage.” 

He explained trading stamps are 
as much a part of a sales promotion 
program as are newspaper adver- 
tisements or the provision of park- 
ing facilities for shoppers. 

“When store owners advertise 
or build a parking lot, they don’t 
make up the cost by raising their 
prices. And we don’t raise our 
prices to make up the cost of 
stamps and premiums,” he added. 


® Referring to a recent survey 
which showed 85% of the house- 
wives in the Ottawa area save 


Ont., had voiced his disapproval of | the 


“extra business they have 
brought to our stores pays for the 
stamps and premiums.” 

The scheme was introduced in 
IGA stores in May, 1956, and the 
company’s records show their sales 
have more than doubled since. 

“Trading stamps are nothing 
new. They were first introduced in 
the U.S. in 1896 and the idea 
spread to Australia, Switzerland, 
England, France and now Canada,” 
he revealed. 

He advanced the theory that 
premiums given out when the 
stamps are redeemed “actually 
lower the cost of living” because 
housewives get that much more for 
their money. 

Food prices have been raised in 
Ottawa stores only when manufac- 
turers have raised theirs...“and 


they don’t give out trading 
stamps,” he concluded. 

IGA CANADIAN SALES IN 

‘56 UP TO $149,000,000 


Toronto, Jan. 29—Sales in IGA 


stores across Canada totalled 
| $149,000,000 during 1956, Don R. 
| Grimes, president of IGA, an- 
nounced. 

“This represents an increase of 
$39,000,000, slightly less than 40% 
over last year,” said Mr. Grimes. 

“The growth of IGA in Canada 
|continues to be one of the out- 
|standing stories of the retail food 
industry,” John F. Damore, vp and 
general manager of the Canadian 
organization, stated in reviewing 
the operations of the past year and 
outlining plans for 1957. 
| “In 1952, the organization made | 
a modest beginning in this country | 
with 69 stores. At the close of 1953, 
the first full year of operation, our 
sales totalled a mere $36,000,000. 
At the end of 1954, we had 307 
|stores doing a gross volume of 
$82,000,000. 


® “Sales during 1955 were $110,- 
000,000 and today, with approxi- 
mately 600 stores in eight of the 10 
provinces, our sales have reached 


; « 
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of Manhattan Shirt Co., 


“TOURNAMENT CLUBS arrive on time anywhere 
in the U. S. A. when sent Air Express,” says Henry P. 
Cowen, President, MacGregor Golf Co. 


radio-equipped trucks for pick-up and delivery — cutting 
time by more than Aalf in many markets. 

In addition, a private closed-circuit teletype service 
links the nation’s key cities together in a single Air 
Express network — tied in with scores of other commu- 
nities. Shipments throughout the country can be “pin- 


CALL AIR EXPRESS 


“NEVER LOST A SHIRT YET because Air Express 
carries our samples country-wide,” says the President 
Sylvan Geismar. 


- 


ee 
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“MILLION DOLLAR MENU, possible because Air 
Express carries our Chinese food samples nationwide,” 
says Jeno Paulucci, President of Chun King Sales, Inc. 


“WE STOP BURGLARS, shipping parts for our 
alarm systems Air Express,” says J. B. Rustic, Gen- 
eral Superintendent, American District Telegraph Co. 


point” located and controlled all along their route! 
Yet, most Air Express shipments cost less than with 
any other complete air service! 
For a faster, surer, more far-reaching delivery system 
— for information and service 
Railway Express Agency and ask for Air Express. 


—_— © Air Express 


GETS THERE FIRST via US. Scheduled Airlines 
...» division of RAILWAY EXPRESS AGENCY 


just call your local 


>a 


47 


$149,000,000. 

“The year 1957 looks like a ban- 
ner year—not only for those of us 
engaged in the food business but 
for all phases of the Canadian 
economy. Our present rate of sales, 
together with our expansion plans 
for the next 12 months, should 


| bring IGA sales volume to $205,- 


000,000 by the end of 1957,” said 
Mr. Damore. 


s “All phases of our operations 
were expanded. IGA moved to the 
West Coast in January 1956 with 
commencement of operations in 
Vancouver. Regina and Brandon 
areas were opened up later in the 
year and more than 100 new mem- 
bers came into the IGA organiza- 
tion. 

“In addition to this, 15 Foodlin- 
ers, varying in size from 6,000 to 
14,000 sq. ft., were constructed 
across Canada. Plans call for the 
opening of at least 20 new Food- 
liners during 1957,” said Mr. Da- 
more. 

Advertising expenditures will be 
increased during 1957, Mr. Damore 
revealed. In addition to the regular 
weekly food advertisements, a 
comprehensive institutional adver- 
tising campaign is planned. Out- 
door will be used for the first time 
and radio and television campaigns 
will be extended. 7 


R&R Names Edmondson, Reed; 
Boosts Friedman in Chicago 

Mahlon W. Edmondson and El- 
liott W. Reed have been named 
account executives of Ruthrauff 
& Ryan, New York. Mr. Edmond- 
son was formerly with Kenyon & 
Eckhardt. Mr. Reed was previous- 
ly with Needham, Louis & Brorby. 

The Chicago office of R&R has 
named Jack Friedman assistant 
copy chief. He has been a copy- 
writer with R&R since 1953. 


‘This Week’ Boosts Skinner 
Dwight I. Skinner, who joined 
This Week Magazine, New York, 
last year, has been named New 
York manager of the Sunday sup- 
plement. Prior to joining This 
Week, Mr. Skinner had been with 
Metropolitan Sunday Newspapers. 


Belknap Retires from ‘Time’ 
Walter K. Belknap, assistant to 
the circulation director of Time, 
New York, has retired after 21 
years with Time Inc. His duties 
included company liaison with the 
U. S. Post Office. He will be re- 
tained as a parttime consultant. 


r 
HE CAN HELP YOU 


If you're looking for fast 
Direct National Distribution 


Barney Kingston Merchandising Director 
Dent be fooled by the “outlet map” on 


your wall! It's one thing to put your 
product in stores—it's quite te 
move it. 

If your product or service lends liself 
te per selling—whether in « bome, 


+ store, institution, service station, 
ete—it will pay you te wor the 
booming 99% billien DIRECT SELLING 
FIELD. Manufacturers and agency execu- 
tives often amazed to learn how easy and 
inexpensive it is to move merchandise 
— modern direct selling—in ALL 
coun! of the 48 states and in the prev- 
inces of Canada. 


Let us analyse your product or service 
witheut obligation 


mit 34-year sales-tested plan for considera- 
tien; sample plan starts 50 new companies 
every month ... many of which new do 
from $250,000 te more than $124 aillien 


y- 
Send factual data to our Mere 


s Tae rca la ce Be, ee hs) ae ae eee eee ce a A a a oS ee ie ne ee heres Saki > oa ras 22) 2 ory "seen 
ne ie ne i OS a lie = A! - ee eee Oar: ne et 
abe ae oa ee ae eos, Sr eh as a Bek oe a i ae Tee are Noe te. | ae a arr re Be) ae 
call a pay ea ee ; ae ro - ile epic Pe ie ee 5 oa we a err rigs oie ee a az pale 7 
ag i ar ae ; wie : is z Y - A ‘ = ae : ae er ai 

vn . : ae 
2 oo aes 

ea eae 
nt Pie 
Advertising Age, February 4, 1957 = 
| 
he s 
? | 
ie ara. 
; sei cet 
ae ie aie 

“ ee 
A sa et 

; . ee: 
¢ | ated mes. 
: : ae hig 
* Bil Gath et 
i i Coe 

Pe 4 a 

ates (Rie aii 

sa nee 

F aria, 
| ee 

: 

on ere 

al a a | a Ta ech 

= . = 

S SL i ete 

i ie F vf ' ; . | ee 

e . , ? ; . { — 5 ; - 

7 i P * “4 sac. = Fi 7” pa, a4 a 3, oe ae a . 7 | pe atites a 
i ' / a , ——- y ed ing ae ee rege g 3 ee a ee Sif ak ino 
. 9 po ' ca: CO a ee aah as 
fi Mg . ; 4 a !l!lCl i oY a ae | eee es 
= : ‘a } ; ‘ — 2 een rect ie ee me Ne ea 
ne we," - 3 ae oe “eer. Pe Sy lars aay a 
y DY i 7 1d a” or ga ae #e ae pie to ae ee 

? ;  — ae ee - a Fe. Pe aa Sy 28 

; f hay , + ° om 5 : . ‘ ; 
4 . - i } . ba aa ae ys - i: ‘ 
; * A PARE 5 
ws & oh yee us J ae oe 
¥ ; ca a Z ’ ae ‘ 
; a ie . 

i i ? . g j oe: ‘ ih aa 
vt ' ae 4 An? aes ee nam a x ues 
pi . eS a, : . riry he ae ' ede Fils a re 

P 4 ; od ’ oe dé ea a ea 
ra : : or eg pias es "Fie cats Fa loa Sg Ser 5 gee EF, Sect 

4 , - X ‘eg ++7 _ ins meses “ eet 2 | im 
= es gs — | Tae : 
pe 2 —_— Bice a -< a a a Foy wie ay 3h otek 

q . . st adi he: a ee ee g: ce 

: 4 ie 3 : oe : . eT ag ‘co a Ls nh toad = 

? a9 = ae sata seal WANS ee | es aa ‘eae an on eae 

eS ; ' ee oo ds. _ ' : -. eee. og ail aes m4 Teas 

= : eS ee eee / . Tim eo: ee ee Aiea 

ra B ‘gh ee ee Sh ge | wm % a i ey j Pe ey 
ae : : ¥ po ; ‘ ee Ae 2 ae ee 

eg ; z e ge oe 4 } yh . aan’ ALE ee Roe ie 

ig eee i aid . re cee : at a oo tome 

< : Saha eas eae . a . . %® = 2. Ba i ae aes 

F Pe Rey . : « XL 7 ieee . ar ae / sty 
“al - - x 4“ ; Rs leks ae i lee ee 
a t oe is 7 *; ee 3 A ee eee 

- . ‘ —__ oe fade ce eee 

‘ a ° . Gi a we te a ene i. 

h- 4 «,* \ > es eM Re bd Ta eee 
i : is ‘ iene he 
: | Oo ca is eee | ay 
hs . ‘ Yai. as Ne a 

me acta la: 13 
a, mae GPS 
‘a as) ad 
= Da, es i 

y ‘ 5 = Maas em 25 “ay? , 
“ # ie ae 
Pee eee Sa ia a me Pe Dac ogee ee Sa Beir 

2 eee 8 = es 

" Pir ee Ma ee sat, f + = ca ici ae ae Bi Si sa ae == wie ~ | ae 

we oh ears ee et Ps: Pay : eae - — = = a! 

Jat Gets a ae Va were aie 3 = = fi oo 

es OSI ORG: 2 ee ee : 9 es 

¥ ge eee a ee ee ee Po eee “- 4 bate Ss 
ies Pats Sea neat Si ty a ae ’ —- tei 
ee eee aera, wae? eee a Ba ae »$: . f fis 
pa ee ee a es ae : ~~ oes + - at 
oy : alate 5 atone ayes 7S. ngs ge 4 ae. id o , ; , 7] : Fe : = . Fee 
by; 2 ies. gee. tome e ; 2S a y : ha ie 4 , ; ee sy ‘ — —— = 

i a a SS ‘he Go ae 4 ~ 
: = a Brat) bs ae ” Je ~ eae Rete oe a os Pa P & « Fe a - ee ae is ee at » ys 2 sy au 

a ee ee Legh tte iNnataas  oe . J 4 of ae me f es 

be 3 MERE come, GP A: ale a a Petia " J if a. » gre pst at yw eaak Le 

s ee ee ae Pag et oe "pe ; Be ac! 7 ghey =, an me ie eae 
soe pm aad eR gms tessa ADIL a alr ip ata aay ; eK, a. ee. rad eed , ky Bees 6 oo 
; ice Sere ee to ee j ee ; ey" z SS = Aeris" 
on ieee es | fT, aS 4 age Fass, _ : 

oa rite PRMD was, 1 Ge eee & A anes ae oe. ‘a. ae 
3 seed is ee : a. ees —i} e ke 2 oh a —— - DNS 
ie at, Na : ai . c ey oe a “& a Cray 

: : pe Lf * nie —— ~~ _— ear . : pies 

. ome = i 4 % en eae. ; . 
5 é > : io «4 q ey $ é& : Bie 
: ' : F ; 3 
: = ; o > a eee 
i ene, tel : — \ ek + ‘ - } pa eS 
. ete ly * “= a *: a ie 4 Se 
e oy pa? Bao eae Bee \ 2 “eee sa & , , ae = 
| : agate 
; i Sie ao 4 
H Po ee 
: pro sub- e. 
4 2 aoe = 
oe 
' eae. 
fe K 
on Ree 3 
Director, Barney Kingston, Dept. A-209, ee 
Salesman's OPPORTUNITY Magazine, 850 cal 
| North Dearborn Street, Chicago 16, Ill. ios | 
| ; 
= fs ; : é 2 as ; i - Share zi r ; ce 2, See : j Bae Me 
es i Saar i i Sates 36% sin eS . ‘ ; ne = 4 oa ~ 2 ‘ : eS a 2 ios cae Nb Se rg Fd ee ea Ss MP as ete i By abe fe ee a th eae a St et et rte: eae 
a Re ge eg ate ny See Dee eer ete ene ee Peet wie ee ; pre a, = og ea ee oe ee ne Sips EE eS Peer age 7 

=e ose feo ie ak: | aac ea eM Cina no oi yc lpeieageena en <r or Ameer rg oe Se 2 SB Oe a ae al Pere ee Se es ee Me nar es anne on eg ee eee Spt a ae Gs A 2 
og |S ee dee ey Oe ig ane ime eee eae ee Rc eee eT ad em Ny ey . ee ee en Se Ba er Ee ae a oe et he eae Mag ae ey eg eee er ee ne ree eee eg , Ce ae 
eS SR RIT VO as ie LE 0 SE 2G he ea aga i op leat ego eC eg a et Se ee ee ee eM mea cS me Tt ee 


| White Joins R. L. Polk | 


"You get better local or national bah ge E. be ad has a aed 
tiepi pointed an account executive of | 
pen ne Alte ge the direct mail division of R. L.| 


Polk & Co., Detroit. He was for-| 
there is no delay lnctructing these merly an account executive of 
who do the clipping. LaFontaine-Detroit Co. and a vp) 


of Campbell-Ewald Co. 


| 
Wrigley Names London Agency | 
Est. 1888 The London Press Exchange | 
PRESS CLIPPING Litd., London, has been appointed | 

Toleshene |by Wm. Wrigley Jr. Co. to handle 
BA y3371 BUREAU advertising for Wrigley’s Spear-| 

165 Church Street, New York 7, N. Y mint chewing gum in the United 
| Kingdom. 


And one can’t UNSAY it! 2 ; 
Maybe it was printed, broadcast, tele- [AAMAMA MA MIA ACB mae 
vised. Somebody thinks it’s Libel, : AND RATES 
Slander, Piracy of his formot or ma- 


terial, Invasion of Privacy, C right EMPLOYERS 


Violation. Accusing Agency, Client, 


Performer—anyhow, a claim is made REINSURANCE 


THEN hould ‘have uni —Pi , 
igs eB rene Save oo ee CORPORATION HOST AND GuEsT—Pictured at McCall’s Patterns breakfast preview of 


sting out of the claim. This INSUR- seins pete its 1957 consumer program are Betsy Talbot Blackwell, editor-in- 
i ura : : : ss 
ANCE is omazingly | 7 uae oy = mote rr chief, Mademoiselle, and John S. Robling, advertising and promotion 


claim is | manager, McCall’s Patterns. 


the stamp of quality Coverage... 


in the Prosperous Piedmont section of North Carolina and 
Virginia is that delivered ONLY by WFMY-TV. You too can stamp-out 
more accounts receivable, greater profits, too, by calling your 
H-R-P man today for the full story of this booming Southern 
market . . . completely covered only by WFMY-TV. 


50 Prosperous Counties + 2 Million Population 
$2.5 Billion Market + $1.9 Billion Retail Sales 


Greensboro 


Winston-Solem 

Durham 

— UT imiij- cv 
Salisbury } 

Reidsville 

Chapel Hill 


Pinehurst 


Fort Bragg GREENSBORO, N. Cc. 


Sentord Represented by 


Harrington, Righter & Parsons, Inc. 
New York — Chicago — San Francisco —— Atlanta 


Martinsville, Vo. 
Denville, Vo 


WFMY-TV ... Pied Piper of the Piedmont 
“First with LIVE TV in the Carolinas” 
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Coming 
Conventions 


*Indicates first listing in this column. 

Feb. 6. Associated Business Publications, 
annual Midwest Conference, Congress Ho- 
tel, Chicago. 

Feb. 13. Charlotte Advertising and Mar- 
keting Institute, Barringer Hotel, Char- 
lotte, N.C. 

Feb. 17-18. Midwest Newspaper Adver- 
tising Executives Assn., semi-annual 
meeting, Hotel President, Kansas City, 
Mo. 

Feb. 22-23. Northwest Daily Press Assn., 
38th annual meeting, Radisson Hotel, Min- 
neapolis. 

*Feb. 24-26. Inland Daily Press Assn., 
winter and spring meeting, Drake Hotel, 
Chicago. 

Feb. 25-26. New England Newspaper 
Advertising Executives Assn., winter 
meeting, Parker House, Boston. 

March 7. Associated Business Publica- 
tions, annual eastern conference, Roose- 
velt Hotel, New York. 

March 9-10. Annual Missouri News- 
paper Management Clinic, School of Jour- 
nalism, University of Missouri, Columbia. 
Sponsored by the School of Journalism, 
Missouri Press Assn., Missouri Advertis- 
ing Managers’ Assn. and Missouri Cir- 
culation Managers’ Assn. 

March 13-15. Assn. of National Adver- 
tisers, spring meeting, The Homestead, 
Hot Springs. Va. 

March 22-31. International Photographic 
Exposition, National Guard Armory, 
Washington, D.C. 

April 7-11. National Assn. of Radio and 
Television Broadcasters, annual conven- 
tion, Conrad Hilton Hotel, Chicago. 

April 10-12. Point-of-Purchase Advertis- 
ing Institute, 11th annual symposium and 
exhibit, Palmer House, Chicago. 

April 13-19. National Business Publica- 
tions, spring meeting, Americana Hotel, 
Bal Harbor, Fila. 

April 25-27. American Assn. of Adver- 
tising Agencies, The Greenbrier, White 
Sulphur Springs, W. Va. 

April 25-27. Advertising Federation of 
America, Fifth District, Fort Wayne, Ind. 

April 25-27. Advertising Federation of 
America, Ninth District, Hotel Mayfair, 
Sioux City, Ia. 

May 2-3. International Advertising 
Assn., New York. 

May 3-4. Eighth annual Advertising 
Institute sponsored by the Atlanta Adver- 
tising Club, Dinkler-Plaza Hotel, Atlanta. 

May 5-7. Magazine Publishers Assn., 
The Greenbrier, White Sulphur Springs, 
W. Va. 

May 10-11. International Affiliation of 
Advertising and Sales Clubs, 55th annual 
conference, Sheraton-Brock Hotel, Ni- 
agara Falls, Ont. 

May 12-15. National Newspaper Promo- 
tion Assn., Jung Hotel, New Orleans. 

May 16. Fourth annual advertising con- 
ference, University of Michigan, Ann 
Arbor. 

May 16-18. Southwestern Assn. of Ad- 
vertising Agencies, Galveston, Tex. 

May 26-29. Associated Business Publica- 
tions, annual spring conference, The 
Homestead, Hot Springs, Va. 

June 8. Advertising Federation of Amer- 
ica, Fourth District, Hotel Fontainebleau, 
Miami Beach. 

June 9-12. National Industrial Adver- 
tisers Assn., 35th annual conference, Wal- 
dorf-Astoria, New York. 

June 9-13. Advertising Federation of 
America, 53rd annual convention, Hotel 
Fontainebleau, Miami Beach. 

June 10-11. Outdoor Advertising Assn. 
of America, 5th painted display confer- 
ence, Hotel Sherman, Chicago. 

June 16-19. Poster Advertising Assn. of 
Canada, Sheraton-Brock Hotel, Niagara 
Falls, Ont. 

June 16-19. Newspaper Advertising Ex- 
ecutives Assn., Grand Hotel, Mackinac Is- 
land, Mich. 

June 19-21. American Marketing Assn., 
national convention, Hotel Statler, Detroit. 

June 24-28. Advertising Assn. of the 
West, 54th annual convention, Hawaiian 
Village, Honolulu. 

*July 4-7. National Assn. of Advertising 
Distributors, The Greenbrier, White Sui- 
phur Springs, W. Va. 

Sept. 11-13. Direct Mail Advertising 
Assn., 40th annual convention, Sheraton 
Park Hotel, Washington, D.C. 

Oct. 14-15. Agricultural Publishers 
Assn., annual convention, Chicago Ath- 
letic Assn. 

Oct. 21-22. Boston Conference on Distri- 
bution, Hotel Statler, Boston. 

Nov. 10-14. Outdoor Advertising Assn. 
of America, 60th annual convention, Jung 
Hotel, New Orleans. 


Johnson Named Pablum A.M. 

Wilbur B. Johnson has been 
appointed advertising and sales 
promotion manager of the Pablum 
Products division of Mead Johnson 
& Co., Evansville, Ind. Mr. Johnson 
was formerly assistant advertising 
manager of Oscar Mayer & Co., 
Madison, Wis., and before that he 
was advertising and sales promo- 
tion manager of the Ingersoll 
| Products division of Borg-Warner 
|Corp., Kalamazoo, Mich. 
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e’ve got 


to reach every 
member of the building team” 


says Bob Wagner, General Sales Manager 


Westinghouse 


ELEVATOR DIVISION 


“Getting Westinghouse elevators in an archi- 
tect’s specification is only the first — though 
important — step in closing a sale. You never 
know for sure which member of the building 
team is going to make or break the final deci- 
sion to buy.” 


“We cannot afford to concentrate our selling 
effort on only one man. At all times we try to 
give every member of the building team — 
architects, engineers, contractors and clients 
— all the information he must have in order 
to make a wise decision.” 

= 


“That's why we run one of our heaviest adver- 
tising schedules in FORUM. Time after time 
we have seen FORUM's building team coverage 
work for us in helping to clinch sales.” 


Bob Wagner of Westinghouse is not the only 
sales director who knows that even with an out- 
standing building product sales are the direct 
result of selling the entire building team. It’s 
standard practice with every successful building 
product salesman.* That is why effective build- 
ing product sales require the constant support 
of an advertising campaign in Architectural 
ForuM. More than any other magazine FORUM 
delivers the highest concentration of building 
team members: not only architects, engineers 
and contractors but also decision-making clients 
who are actively engaged in building new build- 
ings, maintaining and modernizing old buildings. 


*Source: HOW BUILDING PRODUCTS ARE SOLD. Dun and Brad- 
street’s report on a personal interview study made among lead- 
ing building product manufacturers and distributors. Write for 
your copy: Market Research Manager, Architectural FORUM, 
9 Rockefeller Plaza, New York 20, New York. 


Architectural Forum/the magazine of building/published by TIME INC. 
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Five Advertisers Buy 
NBC Radio Programs 

NBC Radio, New York, has 
picked up new business from five | 
advertisers, with three of them 
buying participations on the week- 
end “Monitor” show. The three | 
are: 


| (C. J. LaRoche & Co.), 50 partici- 
|pations starting in April; Knapp- 


ates), 20 participations in April, 
and Maytag Co. (Leo Burnett Co.), 
100 participations. 

Calgon (Ketchum, MacLeod & 
| Grove) has signed for 26 participa- 
tions on the “Bill Goodwin Show” 
starting Feb. 20. Allis-Chalmers 
Mfg. Co. (Bert S. Gittins Advertis- 
ing) will sponsor a Thomas A. Edi- 
son “Biography in Sound” tribute 
on Feb. 11 at 8:05 p.m., EST. 


North American Philips Co. 


WSRS 


Harrison Adds 5; Names Klein 
GREATER CLEVELAND'S: Lester Harrison Inc., New York, 


: has acquired five new accounts. 
= res op : emote They are Beaunit Mills Ltd. of 
SRS * Canada; Crossway Construction 


Imprinting—our specialty! 
@ Magazines @ Booklets 
@ Catalogs @ Folders 
Sersen’s Mail sample for Quotation or Phone us to Call 


IMPRINTING, IC. 120soum songamon st. CHICAGO 7 


120 South Sangamon St. 


| er; 
Monarch Co. (Frank Block Associ- ; 


Co., motel and private home builé~) 
Eastern Metal Products Co.,| 
maker of Enco electrical cooking 
appliances; Aqua Mfg. Co., bathing 
suit manufacturer, and Capitol 
Products Inc., household appli- 
ances. Harrison also has named 
Myron H. Klein, formerly with 
Dunay Co. and Ritter, Sanford & 
Price, an account executive. 
Lawrence Kane Adds Two 
Sil-O-Ette Sales Corp., New| 
York, girdle manufacturer, has ap- 
pointed Lawrence Kane Inc., New 
York, to handle its advertising. The 
company formerly placed direct. A 
spring consumer campaign will 
begin in April with a page in Life, 
headlined “Slim your hips.” Kane 
also has been named the first agen- 
cy for Long Island City Savings & 
Loan Assn. 


Seidenbaum Adds Account 


GERALDINE BONE ZORBAUGH, former 

American Broadcasting Co. vp, has 

been named vp and general attor- 

ney of CBS Radio, New York. Mrs. 

Zorbaugh is the only woman vp 
in network radio and tv. 


Advertising Age, February 4, 1957 


Despite ‘Pressure,’ 
Michigan Dailies’ 
People Like the Job 


East LANSING, Jan. 29—Despite 
complaints about pay, pressures, 
|and monotonous tasks, most news- 
|paper men and women in Michigan, 
| both advertising and editorial, pre- 
fer their work to any other because 
it has “variety, excitement, chal- 
lenge and freedom.” 

This conclusion has emerged 
from preliminary results of re- 
search being undertaken by Michi- 
gan State University’s school of 
journalism in cooperation with the 
Michigan Press Assn. The study, 
under the direction of Dr. Paul J. 
Deutschmann, director of the jour- 
nalism school, involved question- 
ing 461 persons on 41 Michigan 
dailies. 


General Refrigerators Corp., 
New York, manufacturer of com- 
mercial freezers and refrigerating 
equipment, has named William G. 


advertising. 


Seidenbaum & Co., New York, to 
handle its advertising. The com- 
pany previously handled its own 


About the newspaper people 
themselves, the study shows that 
30% of them are women. They are 
somewhat younger than the popu- 
lation average, and their education 


More than 2 million people with $4% billion effective buying income live in Iowa. 


Tschaikovsky have 
to put up with 
this nonsense. 


Statistics, 
statistics — your 
name is monotony. 


Its coverage of metropolitan Des Moines, 
population 226,000 is 100% . Two out of every three purchasers in lowa are Des Moines Sunday Register readers. 


Your name is 
monotony .. . 
good, | must 

remember that 


2 OUT OF EVERY 3 
PURCHASERS ? 


ee a ae — 
lowuh you say. I've always ! 
pronounced that Ohio. $4- ae ! 
billion, 2 out of 3, you say. 


a PRowsay 
Hello, hello. . a me the Sunday 
Register . . . no, not a copy, you bubble- 
brained ballerina, an advertising 
representative. 


No pied piper needed to lure Iowans with their $4% billion income 
to your products. The Des Moines Sunday Register charms 2 out of 3 lowa families, is read by 1,310,000 Iowa adults. Covers a 
whole state better than most metropolitan newspapers cover their city of publication. 


P.S. 86.8% get the Sunday Register delivered to their homes. 


DES MOINES REGISTER anv TRIBUNE 


Gardner Cowles, President 


Circulation: Daily 364,744, Sunday 525,147 


Represented by: Scolaro, Meeker and Scott; New York, Chicago, Detroit, Philadelphia 
Doyle and Hawley; Los Angeles and San Francisco 


is “far above the level of the pop- 
ulation.” (70% of the reporters, for 
example, attended college, and 
51% of these majored in journal- 
ism, the report shows.) The aver- 
age number of years of newspaper 
experience is 10.9. 

Asked to rank six broad career 
areas from “best” to “worst” in 
terms of general appeal, 67% of 
those questioned put newspaper 
work first. Public relations, maga- 
zine, tv, radio and non-journalism 
work, in that order, are the next 
favored fields. 


® The thing newspaper admen 
complain about most, according to 
the study, is “pressure,” while edi- 
torial people complain of “the 
monotony of routine tasks.” Of all 
those interviewed, 60% complain 
of the pay, but pay in itself is 
given as a secondary source of dis- 
content. 

The survey also reveals that 
publishers are getting a majority 
of their personnel from outside the 
journalism field. 60% of the ad- 
vertising personnel came from out- 
side the field, as did 50% of the 
editorial people. 

When Dr. Deutschmann’s re- 
search study is completed, printed 
|reports on it will be available. 
| These are expected to be helpful to 
newspaper employers and journal- 
ism teachers in numerous phases 
of personnel work. 2 


fig 
hollywood 


* Easy to Ship, Shape, Hang and Drape 
FREE! colored idea Booklet Show- 
ing 10 New Ways Te Use Loge 


HOLLYWOOD BANNERS 


Famous Color-Spectaculor Ad Genners 
112 EAST 32ND STREET + NEW YORK 16, N.Y. 
TELEPHONE: OR 9-4790 
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The American 

is going places 

.». and it’s going into 
more and more homes 


Now nearly 


1 out of 2 copies 
is home-delivered 
in city and suburbs 


Here’s a new record high in home-delivered* circulation! 


Up 23,976 over the same period a year ago! 


Every week-day evening 226,686 copies of The American 
are carrier-delivered in Chicago and suburbs. This represents 
47.2% of our total city and suburban circulation of 479,973. 


(Total net paid circulation is 519,372.) 


You can count on the huge carrier-delivered circulation 


of The American because you can count it! 


The American is the only Chicago newspaper to show 
carrier-delivered circulation on A. B, C. Publisher’s State- 
ments. It’s the only newspaper to give you a door-to-door 


count of this vital home-going coverage. 


This is effective coverage WHERE advertisers want it... 


where most people do the most buying. 


Yes, in Chicago. .. The American is the newspaper that’s: 
going places! Watch it grow! 


* Carrier Delivery: Audit Bureau of Circulations Publisher's 
Statements for 6-month period ending Sept. 30, 1955 and 1956. 


THE CHICAGO AMERICAN 


Nationally represented by Hearst Advertising Service Inc. 
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On the International Scene... 


Doctors and Government 
Officials Question Sales 
and Advertising Methods 


By Mark Random 
Lonpon, Jan. 29—Prime Minis- 
ter Harold Macmillan’s appoint- 


for economies may result in an 
investigation 
activities of American drug firms 
in Britain. 

General practitioners have fired 
the biggest salvo in letters to the 
press, particularly to the British 
Medical Journal, organ of the Brit- 
ish Medical Assn. 

But there also have been sharp 
attacks on advertising and sales 


ment of a cabinet with an eye open | 


into the marketing | 


U.S. Drug Makers Are Scrutinized 
in Britain; Trouble May Be Brewing 


methods in Parliament and in some 
newspapers. 


® The criticism stems from the 
fact that Britain’s National Health 
Service has been running at a 
deficit of about £5,000,000 ($14,- 
000,000). Recently the government 
introduced legislation requiring a 
patient under the scheme to pay 
one shilling (14¢) for each item 
on a prescription. Previously “the 
charge was one shilling, no mat- 
ter how many items it contained. 

This legislation proved highly 
unpopular, both with the public 
and with the medical profession. 
And it was attacked by members 
of Parliament, some of whom 
pointed out that the deficit could 


|American firms. . . 


be made up by cutting down on the | 
present “over-prescribing of pro-| 
prietary drugs.” 

Said Dr. Edith Summerskill, So- | 
cialist representative for Warring- 
ton, Lancashire, and herself a phy- 
sician since 1924: “I say the sick 
people of this country are being 
exploited by some of these Amer-| 
ican drug firms, and that the Brit- 
ish taxpayer is having to bear the 
cost.” 


® She charged in Parliament that 
one cause of the high drug bill is 
the high-pressure sales and adver- 
tising methods used by American 
drug firms. 

“In recent years,” Dr. Summer- 
skill told the House, “there has 
been an invasion of this country by 
American firms. Of the total value 
of proprietaries prescribed under 
the National Health Service, it is 
estimated that 65% comes from 


“These astute business men, rec- 
ognizing that the British govern- 
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CALL HEAOLEY-REED, REP. 


INTERNATIONAL CHAMBER—Edward Beach, president of McCann-Erick- 

son Corp. (International), Frederic Gamble, president of the Amer- 

ican Assn. of Advertising Agencies, and Jere Patterson, promotion 

director of the international editions of Life, get together at luncheon 

to discuss projects to be undertaken in next two years by the ad- 

vertising commission of the International Chamber of Commerce. 
Mr. Patterson is vice-chairman of the commission. 


WINSTON-SALEM 


WINSTON-SALEM 
GREENSBORO 
HIGH POINT 


ee 


ment has given them a blank check 
|to seli here as much as they can, 
jat any price they choose to ask, 
|and to take their profits out of the 
lcountry in dollars, if they so wish, 
have poured all their resources 
into capturing this market.” 


# Dr. Summerskill said the drug 
j}marketers employ enormous out- 
side sales staffs and that one com- 
pany has over 100 representatives 
in Britain. 

“These firms positively embar- 
rass our general practitioners,” 
|said the doctor. “Instead of patients 
coming in, the general practitioner 
is invaded by a high pressure 
salesman. . .” 

She added that the samples they 
|distribute are “an embarrassment 
jin doctors’ households. We do not 
know how to dispose of all these 
tablets. . .” 


# Dr. Summerskill went on: “By 
high-pressure selling, the British 
doctor is persuaded to use these 
preparations at enormous cost to 
the service and even to the detri- 
|ment of the patient.” 

In 1956 alone, she said, “maga- 
zines have been sent to 22,000 doc- 


|tors—every doctor in the National 


Health Service These free 
journals are well-known in Amer- 
ica but have only recently come 
here because the lure of profits 
under the national health scheme 
is so strong ... We could not af- 
ford to produce such things here, 
but they pour into our households. 
They are advertising [American 
| proprietary drugs] the whole time. 
And the Minister [of Health] won- 
| ders why the drug bill is so high. . . 
| “This is becoming a national 
scandal.” 


® Dr. Summerskill quoted the case 
of American proprietary tranquil- 
izing drugs that originally cost £6 
($16.80) and later £4 ($11.20) 
per 250 tablets. 
| These drugs, she said, in con- 
| trolled trials gave almost the same 
|results as non-proprietary pheno- 
|barbitone tablets which cost only 
6s. 8d. (93¢) per 250. 
“It would be interesting to learn 
|how much these American firms 
are taking out of the country,” said 
Dr. Summerskill. 


s On the figures given in the de- 
bate, the total drug bill under the 


Outsells 


LIFE: 


(At newsstands) 


At the newsstand more men buy TRUE than buy LIFE... 
or LOOK magazine. Total newsstand sales averaging 


1,088,000 copies at 35¢ a throw! Greater dollar sales at 


newsstand than SEP. 


Never overlook the buying power of the men who read 


TRUE...2,500,000 currently 
(and growing). Selling to men? 
goes to the top of 


Then TRUE 
your list. 


TRUE 
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National Health scheme in 1956 is 
estimated at £61,000,000 ($170,- 
800,000). Of this, some 36%, or 
£21,960,000 ($61,488,000), is for 
proprietary drugs, and of this lat- 
ter amount, American proprietary 
drugs account for an estimated 
65%, or £14,274,000 ($39,967,200). 
The total drug bill for 1957 is esti- 
mated at £64,000,000 ($179,200,- 
000). 

Dr. Summerskill wound up her 
attack by saying: “I am not only 
concerned with the cost in terms 
of money of this American en- 
croachment on the National Health 
Service, but with the harmful ef- 
fect, both physical and mental, of 
this high-powered boosting of 
drugs which caters to the hypo- 
chondriac and the neurotic.” 

Replying to the debate, the Min- 
ister of Health, Robin Turtin 
(since dropped in the cabinet re- 
shuffle) said he was actively con- 
sidering ways in which the cost 
of the service could be reduced. 


s “I believe we must do more... 
I believe that we have also to go 
into the question ... of the pres- 
sure of the salesmanship of the 
drug houses and the other pres- 
sures to which a doctor is sub- 
jected,” Mr. Turtin said. 

Mr. Turtin was replaced as Min- 
ister of Health by Denis Vosper, 
41-year-old former parliamentary 
secretary for the Ministry of Edu- 
cation, who may follow the line 
of his predecessor and investigate 
the activities of the drug houses 
in the hope of cutting the drug bill. 

Letters from doctors published 
in the British Medical Journal con- 
firm that they are flooded with 
direct mail and other advertising 
literature for American proprie- 
tary drugs. Several reported that 
the drug houses were now sending 
out advertising literature in the 
guise of first-class mail, complete 
with the address in handwriting. 


® Doctors report that they fling 
the literature into the wastebasket. 
One reported he even went so far 
as to avoid, when possible, the use 
of drugs produced by firms using 
this method. 

Another doctor said, “When an 
advertiser sinks to such a level in 
order to establish contact with me 
I can have no faith whatsoever in 
the honesty of any claims for his 
products that he may make.. .” 

Not all medical critics took this 
stand, however. One Yorkshire 
physician pointed out to his col- 
leagues that “Advertising is a 
skilled business and we are not im- 
mune to it. We probably behave 
(in the mass) more like detergent- 
choosing housewives than we care 
to think. If it were not so, our 
morning mail would be less. Ad- 
vertisers are not fools.” 


® The Assn. of British Pharma- 
ceutical Industry is considering a 
plan to recommend that member 
drug houses, which includes Amer- 
ican companies operating here, 
produce a standardized card con- 
taining details of their products. 
These cards, bound in a looseleaf 
folder, would supply doctors with 
details of available drugs without 
relying on advertising literature. 

In an article headlined, “The 
lush pickings behind the U.S. drug 
invasion,” the big-circulation Daily 
Express said, “unprecedented pick- 
ing provided by nationalized medi- 
cine has attracted nearly every 
big U.S. drug house to set up fac- 
tories or subsidiary companies in 
Britain.” 

One of the reasons U.S. com- 
panies are “making a killing,” the 
article charges, is because they are 
using sales methods “considered by 
many British firms to be unethical 
for use with the medical profes- 
sion.” It quoted the following ex- 
amples: 


e Weekend “courses” with golf 
parties and all expenses paid for 
specialists. 


e The use of first class mail and 
hand-addressed envelopes for ad- 
vertising literature. 


e Gratuities and expenses for 
medical students prepared to un- 
dergo “indoctrination courses” on 
the firm’s products. 


s The article reports that among 
the controls being urged are: 
Tightening up of permits to U.S. 
companies to market in Britain; 
controls to restrict doctors’ pre- 
scriptions to drugs on which an 
agreed price has been reached be- 
tween the Government and the 
manufacturers; more information 
for doctors to enable them to as- 
sess the drug companies’ sales talks 
for what they are worth; and a 
stepping up of research into new 
drugs by British manufacturers. e 


Philco Drops Blankets 

Philco Corp., Philadelphia, is 
discontinuing its line of electric 
blankets. The line of six models 
has been produced for Philco by 
an outside manufacturer. 


Political Crises 
Cause Cutbacks in 
French Ad Linage 


Paris, Jan. 29—The Suez crisis 
and the North African rebellion 
have resulted in a sharp cutback 
in the advertising revenues of 
many leading French newspapers 
and magazines. 

The figures are not being re- 
leased, but in some cases it is 
reported that the falling-off is as 
much as 75% of normal space 
bookings. 

L’Echo de la Press et de la 
Publicite, French advertising trade 
paper, has lambasted French busi- 
ness men for taking an “alarmist” 
view at the slightest sign of a trade 
recession. In such situations, the 
advertising sector is the first to 
be affected. L’Echo urges adver- 
tisers to take a more “balanced” 
view of matters. 

France-Soir, the country’s lead- 
ing daily, seems to be riding out 
the crises fairly well. The paper 
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reports that its December advertis-| comparing favorably with its 
ing revenue totaled 311,088,000; monthly average for the rest of 
francs (just short of $1,000,000). | ‘56. . 


IN CANADA : 


more than ?4rds 


of all major 
goods and services 
4 
sold in Toronto 


are bought by 


readers of the 


more than 
TORONTO 
DAILY STAR 


§ 2 / 3 rds 


"SOURCE: Gruneau Research Survey, 1955 _ 


just How 


Bic Is THE 


INTERNATIONAL BUSINESS MARKET? 


In estimating the size of the overseas market for U.S. goods and services, we are apt to 
measure only by the quantity of U.S. exports. This is certainly no small figure — the best 
preliminary estimates are that 1956 will be better than a $16 billion year. 


But such a figure is two-thirds inadequate. \t measures only one-third of our foreign sales 
.,. the rest is made up in foreign sales by U.S. companies from plants abroad. When you 
include these figures — and they are admittedly hard to get — then the international market 
accounts for sales of close to $50 billion! 


And in many cases, sales and profits of foreign subsidiaries of U.S. companies are grow- 


ing faster than domestic operations. A recent analysis of 12 representative companies 
showed that in the five-year period 1950-55, the average increase in doilars in domestic 
business per company was 45.5%. In this same period, these same companies showed 
an average dollar increase in foreign business of 159%. 


The size of the overseas market, the remarkable industrial development throughout the 
free world, and the real opportunities which exist in international business have, of 
course, made many U.S. companies more interested than ever in selling overseas. Parallel- 


ing this interest has been a corresponding rapid growth of overseas interest in U.S. man- 
agement methods and techniques. 


All over the free world, men at the management level in business and industry use MAN- 
AGEMENT DIGEST to keep up-to-date on worldwide developments in the field of 
business, industrial, and technical management. McGraw-Hill developed MANAGE- 
MENT DIGEST to provide these management men overseas with the information they 
are so avidly seeking. 


MANAGEMENT DIGEST’s all-subscriber circulation — the largest paid circulation of 
any U.S. international business magazine — reaches a concentrated audience of man- 
agement men who specify and buy. That’s why more and more U.S. companies use 
MANAGEMENT DIGEST as their basic medium for coverage of the internatior: ' 
business market. 


Management Digest 


McGRAW-HILL INTERNATIONAL CORPORATION 
330 WEST 42nd STREET, NEW YORK 36, N. Y 
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On the International Scene... 


18 Advertisers 
Spent $500,000 
. ‘Vi « LQ ‘Vi / 
In ViSi0On, Y¥1Sa0 

New York, Jan. 29—Eighteen | 
leading international advertisers 
spent approximately $500,000 dur- 
ing 1956 in the pages of Vision 
and Visao. 

The top advertiser in this group 
was International General Electric 
Co., with an expenditure of $44,- 
500, placed through Grant Adver- 
tising. 

Vision is a Spanish-language bi- 


weekly circulated in Latin Amer- | 
ica; Visao is a Portuguese-language | 


magazine circulated in Brazil. Both 
are published by. Vision Inc., 


which reported these expenditures | 


of its 18 leading advertisers to Ap- 


| Remington Rand Rebert Otte 


VERTISING AGE. 

The following are Vision’s 18 
leading advertisers, ranked ac- 
cording to size of their advertising, 
and their agencies: 


Advertiser Agency Expenditure 
in 1956 
International Grant $44,500 
General Electric 
Westinghouse Ellington 
Caterpillar N. W. Ayer 
Tractor 


Union Carbide National Export 
Pan American 4. Walter Thomp- 


son 26,000 
| Texas Co. Erwin, Wasey 25,000 
KLM Smit’s (Amster- 
dam) 24,500 
Standard Oi) of Gotham-Viad- 
Cal. imir 22,500 
Shell Oil W. 8. Crawford 
(Lendon) 22,000 


Allis. Chalmers Compton and 


Bert Gittins 2000 


Olivetti Edizioni di Com- 
umita (Terine) 19,500 
Goodyear Tire Kudner 19,500 
Standard Oil eof MeCann- 
Erickson 18,500 


N. J. 
Ford of England Rumble, Crowther 
& Nicholas 


(Lendon) 17,500 


CINCO SOBERBIOS 
AUTOMOVILES CREADOS 
CON VISION FUTURISTA 


LOS AUTOMOVILES 
MAS NUEVOS EN LAS 
ULTIMAS DOS DECADAS 


“VISION FUTURISTA’—Chrysler is 
spreads to introduce its “forward look” cars to overseas buyers. Mc- 
Cann-Erickson Corp. (International) is the agency. 


FLIGHT BEEP ST 


investing heavily in four-color 


International MecCann- 


Imperial Chemi- Clifford Martin 


Erickson 15,500 


(Lenden) 14,500 


Austin Motor Co. Colman Prentis 


1956 was another record year for TIME International. 


Here is the record... 


Last year, world advertisers* invested $6,900,000 in the adver- 
tising pages of the four International Editions of TIME. This was 


19% more advertising dollars than they invested during 1955 


ea 


(which was a record TIME International year in its own right). 


*1100 advertisers from 26 countries. 


Each of TIME’s International Editions carried 
more advertising pages—representing a 
greater investment by advertisers—than ever 
before. A.B.C. figures for all four editions show 
circulation also at a new high. 


TIME CANADIAN 
TIME ATLANTIC 
TIME LATIN AMERICAN 


TIME PACIFIC 
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Chrysler Returns to 
Export Scene; Will 
Use Color Spreads 


Detroit, Jan. 29—Chrysler 
Corp., relatively inactive last year 
as an international advertiser, is 
returning to the export scene this 
year in a big way. 

With the debut of its 1957 mod- 
els, Chrysler’s export division has 
a new agency for passenger cars— 
McCann-Erickson Corp. (Inter- 
national)—and a hefty new budg- 
et. Ross Roy Inc. continues to 
handle export advertising for 
Chrysler’s truck line. 

Starting in the January issues 
of internationally circulated pub- 
lications, Chrysler is introducing 
its new cars and trucks to foreign 
audiences with a series of two- 
color and four-color spreads. The 
ears will be advertised in four 
colors, the trucks in two colors. 


® Clarence (Joe) Kelso, export 
advertising manager, told ApvEr- 
TISING AGE that Chrysler has not 
decided yet how long the cam- 
paign will be maintained. It de- 
pends, he said, on the initial 
reception to the ads and develop- 
ments in the international scene. 

He confirmed, however, that 
this is Chrysler’s biggest effort in 
the export field in many years. 
Unlike Ford and General Motors, 
which have plants in many coun- 
tries, Chrysler’s sales overseas 
stem entirely from exports. 

The Chrysler campaign will 
run at least through the first 
quarter of '57. With a favorable 
reception, it will run in a number 
of publications as a 13-time se- 
ries. 

The initial insertion for Span- 
ish-language magazines  repro- 
duces side-view photographs of 
the five Chrysler automobiles. 
The company’s theme line, “The 
| Forward Look,” has been trans- 
lated into Spanish as “Vision Fu- 
turista.” 

Magazines carrying the spreads 
are Guia and World’s Business; 
Life en Espanol and Life Interna- 
tional; Management Digest; Me- 
canica Popular; Atlantic and Pa- 
cific editions of Newsweek; Atlan- 
tic and Latin American editions of 
Time, and Vision. 

To reach distributors and deal- 
ers overseas, Chrysler also is us- 
ing Automotive World and Auto- 
movilismo; American Automobile 
and El Automovil Americano, and 
Transporte Moderno. 


EXPORT TRADE 
ADVERTISING AT 


RECORD LEVEL IN 
JANUARY 


Advertising in the January 
1957 issues of American 
Exporter Publications was 
the highest of any month 
since the publications were 
started in 1877 — 


$279,780 
684 PAGES 
11% increase over 
January 1956 


the highest advertising vol- 
ume ever of any U.S. export 
business publisher. 
American Exporter group 
includes: 
American Exporter 
El Exportador Americano 
American Exporter Industrial 
El Exportador Americano Industrial 


Automotive World 
Automovilismo 
Pharmacy International 
El Farmaceutico 
Combined circulation — 
130,000 to trade and indus- 
try throughout the world. 


PUBLICATIONS 
386 Fourth Ave. New York 16, N. Y. 
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Advertising Age, February 4, 1957 


Young & Rubicam Bills $16,000,000 Overseas; New Campaigns, 
Now Has Seven Offices on Three Continents | 


New York, Jan. 30—Young & 
Rubicam today has as much billing 
and as many employes outside of 
the country as it had at home in 
1936 when Harry Enders, now sec- 


erations, 
oversees: 

1. Seven offices—two in Canada, 
and one each in Mexico, Puerto 
Rico, Venezuela, Britain and Ger- 
many. 

2. Billings of $19,000,000, roughly 
10% of Y&R total billing. 

3. A staff of 480 people. 


joined the agency. He 


s Mr. Enders told ADVERTISING AGE 
that the agency does not plan to 
open any new 
foreign offices in 
1957, although it 
has its eye on 
some promising 
markets, particu- 
larly Brazil and 
Argentina. 


has followed the 
practice of ex- 
ploring a market 
thoroughly and 
staffing an office before it even 
announces its opening. 


Harry Enders 


The agency,: 
Mr. Enders said, | 


For example, Y&R has had peo- | 


ple in Frankfurt since 1955, but 
only this year has it admitted the 
existence of a German office. 


® Y&R has been reluctant to an- 
nounce the Frankfurt office be- 
cause during the past two years 
it continued to work with its old 
German affiliate, the Heumann 
agency. “We do not like to an- 
nounce an office,” Mr. Enders said, 
“unless we are prepared to give 
clients full-agency service.” 

Y&R, Frankfurt, has reached that 
point. It has a staff of 22 and its 
confidence was bolstered recently 
when it secured two important 
accounts: Trans-World Ajrlines 
and Libby, a leading food proces- 
sor in Germany. 

On the other hand, the agency’s 
outpost in Caracas is still in limbo. 
There are Y&R people there, ac- 
counts are being handled, but it is 
not yet ready to go on its own. 


2 Of the 480 people employed 
abroad, 190 are in the two Cana- 
dian offices (Toronto and Mont- 
real) and another 190 work in the 
flourishing London office. These 
offices account for the bulk of in- 
ternational billings. 

In 12 years, Y&R, London, has 
become one of Britain’s leading 
agencies. It got the nod from P&G 
for the successful introduction of 
Tide. The London office was 
opened by George Bryson and its 
first account was Alfred Bird & 
Sons, British subsidiary of General 
Foods Corp. This company’s in- 
ternational interests have been a 
major factor in Y&R’s overseas 


ALEX L. SEMEGEN has been named 
advertising manager of Interna- 
tional B. F. Goodrich Co., Akron. 
With Goodrich since 1946, Mr. 
Semegen formerly handled promo- 
tion of truck, farm and industrial 
tires for Goodrich’s tire and equip- 
ment division. 


expansion. 

The Sanforized division of Clu- 
ett, Peabody & Co. is another do- 
mestic Y&R client which has 


|turned to overseas markets in re- 
retary and vp of international op- 


cent years. 


® The international division suf- 
fered a blow last year when it lost 
the Royal typewriter business to 
Gotham-Vladimir (Royal is one 
of Y&R’s oldest domestic accounts) , 
but it more than made up for this 
loss with the acquisition of world- 
wide advertising for Esterbrook 
Pen Co. Addition of Esterbrook, 
however, caused Y&R to resign 
Parker Pen in Mexico. 

In New York, Y&R recently 
shifted Ken R. Dyke, formerly vp 
in charge of public relations, to the 
international division, reporting to 
Harry Enders. And Richard Penn 


was brought up from San Juan to | 


manage the internationa] depart- 
ment, reporting to Mr. Dyke. 


Account Unrest 
on British Scene 


| Lonpon, Jan. 30—With the new 
| year, accounts and campaigns are 

on the move in Britain. Here are 
| some of the events that have taken 
| place in recent weeks: 


|e British Overseas Airways Corp. 
‘is launching an extensive press 
|eampaign in February to an- 
|/nounce its new “Whispering Gi- 
) ant” Britannia service from Lon- 
‘don to Johannesburg. The drive 
comes on the heels of a large- 
scale campaign promoting BOAC’s 
|new “non-stop to the U.S.A.” 
|service with Douglas DC-7C air- 
craft. 

In March BOAC also will in- 
troduce Britannia jet service on 
/its London-to-Sydney flights. 


The airline spent an estimated 
$335,000 last year on print adver- 


tising alone. Foote, Cone & Beld- | 


ing is the agency, but there are 
rumors here that the government- 
owned airline is contemplating a 
change. 


e Esso Petroleum plans the “most 
powerful” advertising program it 
has ever put behind its Flit insec- 
ticides. In addition to magazines 
and newspapers, Esso will use 
commercial television. 

Flit liquid spray will be the 
main product promoted, but the 
campaign also will introduce four 
new products in  press-button 
packs: An air purifier, a moth- 


proofer and sprays to combat | 


crawling insects and woodworm. 
McCann-Erickson Advertising is 
the agency. 


e The Scroll pen account has 
been resigned by T. C. Bench 
Ltd. and remains, for the moment, 
without an agency. The resigna- 
tion follows the recent purchase 
of Scroll by U. S.-owned Scripto 
Inc. At that time Scripto adver- 


55 


| tising was turned over to J. Wal- 
ter Thompson Co., which is han- 
dling international advertising for 
| Scripto out of New York. Thomp- 
|/son may also end up with the 
Scroll account. 


e Erwin, Wasey & Co. has been 
|}appointed to handle advertising 
| for Tuborg lager beer, a Danish 
export. F. John Roe Advertising 
|is the previous agency. 


ie Schweppes Litd., the tonic-wa- 
| ter company that specializes in 
| zany advertising, is planning to 
|put new sparkle into commer- 
|cial television. In February, 
| Schweppes will feature Comedi- 
enne Hermione Baddeley in a se- 
ries of “gentle takeoffs on corny 
commercials.” Clifford Bloxham & 
Partners is the agency. 


e Rexall Drug Co. has appointed 
S. T. Garland Advertising Service 
to handle its advertising. The pre- 
vious agency was McCann-Erick- 
son, which ran into a _ conflict 
with Chas. H. Phillips Co. (Milk 
of Magnesia). 


Latin America 


In its February 1947 issue, CON- 
STRUCCION reports to its audience 


sets all-time highway 


on the present status of highway 


building in Latin America. That re- 
port is so important to many U. S. 
manufacturers who are now selling 
this booming market — or want to — 


that we are reprinting 
part of the report here. 


For the ninth consecutive year, high- 
way building in Latin America has 
exceeded all previous records! In 
its year-end report, the International 


Road Federation has 
that the Latin American 


creased highway spending 77.8% 


this year over last. In 


spent $350 million; in 1956, $622 


million. 


U. 


the major 


announced 
nations in- 


1955, they Honduras, 


From a recently completed study 


of construction plans of the Latin 
American countries, CONSTRUC- 
CION anticipates that there will be 
at least a 30% increase over 1956 


in 1957. 


Cuba's highway program 


greatest increase. That country had 


beén allocating about $5 


showed the Latin American 


million an- 


nually for highway construction, A 
two year plan for 1956-57 will jump 


expenditures for highways to nearly 
a quarter of a billion dollars. Costa 
Rica followed Cuba in second place 
with an increase from $2.5 million 


in 1955 to $10.5 million in 1956. 


Estimates are that Costa Rica will 
double its expenditure in 1957, 


construction led all the other Latin 
American nations. 


That these highway building activi- 
ties of each Latin American country 
have proved successful is seen ir 
the results, CONSTRUCCION ha: 
prepared a table showing total num- 
ber of kilometers of highway in each 
country. 
would like a copy, please write to 


building record 


Charles § 


. Mill, Publisher, CON 
STRUCCION, 330 West 


42na 


Street, New York 36, New York 


S. help has been extended to 
many countries of Central and South 
America to aid these countries to 
develop highway transport. This aid 
has been in the form of financial, 
technical or material assistance. In- 
cluded are: engineering services as 
well as management of highway de- 
partments; and in some countries 
consulting services or assistance in 
training highway personnel. 


able, then, 


This great growth in highway con- 
struction is matched by a similar 
growth in other types of consiruction 
in Latin America, It is understand- 


that more and more U. S. 


manufacturers are taking a new look 
at opportunities in the Latin Ameri- 


can construction market, 


During 1956, aid programs of the 
U. S. were continued in Colombia, 
Paraguay, 
Peru. At the same time programs 
were increased in Guatemala, Costa 
Rica, Bolivia, and Chile. 


Haiti, and American 


to 


read CONSTRUCCION 
any other U. §. industrial magazine, 
it is not surprising thatCONSTRUC- 


Since more people in this Latin 


construction market pay 
than 


CION carries nearly twice as much 


in its field. 


American 


if 


you 
ership. 


Construccion. 


McGRAW-HILL INTERNATIONAL CORPORATION 


advertising as any other magazine 


In your drive for more sales to Latin 


construction, you too, 


can count on CONSTRUCCION to 
give you more coverage, more read- 


wae® 


330 WEST 42nd STREET, NEW YORK 36, N. Y. 


However, in total expenditures, Co- 
lombia’s $102 million for highway 
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ant aed ‘McCall's,’ ‘Ladies’ 
4 . Home Journal’ Get 


One Contract Delive rs the ‘Companion’ Subs 


(Continued from Page 3) 
cles that Companion subscriptions, | 
figured originally to number about} 
3,000,000, would actually approxi- | 
mate 2,200,000 unexpired subs.) 
That would mean that the Journal | 
jand McCall’s will be taking shares 
of some 900,000 Companion sub- 
scriptions that duplicate names al- 


‘ready on the books of the former - 2 
O i : ‘two magazines. 
“Arrangements are now being|G. HOWARD GOTTHARDT has been 


formulated,” said Crowell-Collier, | named advertising manager of Otis 
“to provide satisfactory service | Elevator Co., New York. Formerly 
with the Journal, McCall’s and| manager in charge of sales promo- 
possibly other publications for tion activities and exhibits, he suc- 
Companion subscriptions which ceeds Donald Shannon, who now 


are not duplicated by either the : i 
Journal or McCall’s.” heads the new Otis public relations 
department. 


But Hearst Magazines said that 
Good Housekeeping, which last 
_month had been linked to the sub- | Companion subs. 
seription negotiations, indicated} “Good Housekeeping does not 
Represented nationally by George A. McDevitt Co., Inc., New York + Chicago + Philadelphia + Detroit + Pittsburgh ‘today it was not interested in any|contemplate adding any of Wom- 


HIGHLIGHTS FROM REPORTS tf Se 
ON LATIN AMERICAN INDUSTRY 
BY THE EDITOR OF INDUSTRIA 


n/Herald -Traveler 


(1D ADVERTISING FOR 30 CONSECUTIVE YEARS 


FIRST IN TOTAL 


zines exec vp. 

“It has long been Good House- 
keeping’s policy that its readers 
exercise their own selection of the 
magazine. Under this policy, Good. 
Housekeeping has maintained a 
steady and continuous growth, 
consistent with the increase in 
family units in the US. 

“Good Housekeeping circulation 
for the past six months of 1956 hit 
an alltime high—3,815,085—and 
with the December issue, more 
than 4,000,000 net paid.” ~ 


NINE MORE C-C EMPLOYES 
FIND NEW POSITIONS 


Cuicaco, Jan. 30—Nine more 


George Browne, Editor of INDUS- 
TRIA, recently returned from a two- 
months trip through Latin America in 
which he visited a number of industrial 
plants, participated in industrial man- 
agement meetings, and met with lead- 
ers in the fields of industry, finance, 
and economics. During his trip, and 
after his return, INDUSTRIA issued 
a series of 3 reports on his findings. 


These reports proved so helpful to 
companies now selling to Latin Ameri- 
can industry, and those who are plan- 
ning to, that we present here highlights 
from these reports. 1f you would like 
copies of the complete reports, please 
write to Charles S. Mill, Publisher, 
INDUSTRIA, 330 West 42nd St., New 
York 36, N. Y. 


MEXICO . . . a boom economy and 
hard to find any predictions of a bust 
. . . gross national product increasing 
at rate of 10% a year . . . population 
rising at annual rate of 342 % . re- 
markable jumps in industrial produc- 
tion in 1954 and 1955 . continued 
industrial expansion means continued 
heavy imports of capital goods .. . an 
attractive market for the U. S. manu- 
facturer drive for more efficient 
production underway and will result in 
even more interest in U. S. methods 
and equipment. 


CENTRAL AMERICA .. . individu- 
ally, these countries are limited indus- 
trial markets, but as a unit, they are 
attractive to many manufacturers . . . 
a great deal of light industry is flour- 
ishing—notably in the food, textile, and 
building materials fields and glass 
plants are being considered . . . no dol- 
lar problems in these countries. 


PERU—BOLIVIA—CHILE . . . econ- 
omy of all three is based on mineral 
development, and all three have infla- 


tion problems . very attractive 
markets for heavy capital equipment, 
although there is heavy competition 
from Europe .. . many U. S. manu- 
facturers are apt to neglect this area 
in favor of the Caribbean countries 

much business can and will be 
done, especially where the factors of 
performance, quality, and service are 
important . . . success or failure de- 
pends on the ability of the local repre- 
sentative . . . particularly important 
because a new generation of industrial 
management men is coming to the 
forefront — men who are concerned 
about costs and quality . . . despite 
problem of inflation, these countries 
have much to offer as markets. 


ARGENTINA .. . readjustments are 
still taking place in the Argentine econ- 
omy ... strong administration but 
strength must be used cautiously . . . 
business is trying to rebuild a debased 
economy .. . opening up as a market 
and will be better . . . few plants have 
modern equipment and are operating 
only because of miracles of improvisa- 
tion .. . many companies already have 
programs worked out to purchase new 
equipment and are awaiting only grant- 
ing of import licenses . . . these in turn 
depend on loans and economic aid. 


BRAZIL .. . industry still growing at 
phenomenal rate... 1950 Census listed 


(MOCENMIE RIA INTERNATIONAL am. 
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89,000 plants and increase since that 
time is listed conservatively at 10% 
to 20% . .. in almost every plant drives 
are underway to increase production 
.. . per capita income rising, labor is 
becoming more expensive, producing a 
great drive for higher output, lower 
costs, through increased mechanization 

. in many lines, the only way to be 
part of the market is to produce locally 
and those who have entered the market 
are generally satisfied. 


Mr. Browne's trip is an indication of 
the methods INDUSTRIA uses to 
study reader needs. However, INDUS- 
TRIA does not depend only on trips 
by its editors for its outstanding local 
coverage. Through full-time McGraw- 
Hill News Bureaus and through cor- 
respondents in every major Latin 
American industrial area, INDUS- 
TRIA is in regular, intimate contact 
with readers. We believe that it is only 
in this way that INDUSTRIA can de- 
velop the reader interest that results in 
advertising effectivness. 


We believe, too, that this is an impor- 
tant reason why more people in Latin 
American manufacturing pay to read 
INDUSTRIA than any other U. S. in- 
dustrial export magazine. 


industria 


McGRAW-HILL INTERNATIONAL CORPORATION 
330 WEST 42nd STREET, NEW YORK 36, N. Y. 


| Crowell-Collier ex-employes have 
lined up new positions—seven 
with other publishers, one with a 
tv commercial studio and one with 
(an agency. 

John F. Harrigan and William 
|S. Peck, both from Collier’s, have 
|joined The American Weekly. Mr. 
Harrigan, former Collier’s Cleve- 
land manager, has joined the 
Weekly’s Detroit sales staff, and 
| Mr. Peck, with Collier’s five years, 
/has joined the Chicago staff. 

Alfred H. Pfister, a former De- 
'troit manager of American Maga- 
zine and most recently with the 
sales staff of Woman’s Home 
Companion, has been named to 
the Detroit sales staff of Time. 

Emory R. Chenoweth moves 
|from Crowell-Collier to the New 
York advertising sales staff of U.S. 
News & World Report. 


2 Alexander D. Titsworth, senior 
_C-C salesman, has joined the New 
York sales staff of Newsweek, and 
James O. Green, former Cleveland 
manager of Companion, has joined 
| Newsweek’s Pittsburgh sales staff. 
| George E. Anderson, of the Com- 
panion staff, has been added to the 
|Chicago advertising staff of Holi- 
day. 

| Al Halderson, who directed 
point of sale promotion for Col- 
lier’s as San Francisco Bay area 
district supervisor for eight years, 
has been appointed business man- 
ager of Playhouse Pictures, Holly- 
|wood animated tv commercial 
studio. 

Elizabeth Matthews, home fur- 
nishings editor of Companion, has 
joined Harold J. Siesal Co., New 
York, as vp in charge of its new 
merchandising and store promotion 
department. ~ 


Theobald to Venard, Rintoul 
Venard, Rintoul & McConnell, 
radio and tv station representative, 
has appointed Edward R. Theobald 
an account executive in its Chicago 
office. Mr. Theobald, formerly with 
John Blair & Co., succeeds Jack 
McWeeny, who resigned to join 
Edward Petry & Co. 
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New Mexico's Unique Anti-Loss Leader Law 
Is Challenged in Supreme Court, Legislature 


Santa FE, Jan. 29—In New 
Mexico’s state legislature, current- 
ly pondering measures to modify 
or repeal the state’s controversial 
law against loss leader sales, the 
state senate last week voted to 
amend the law. 

The bill, which would permit 
limited-purchase sales provided 
the limit and the total number of 
items to be sold are advertised 
with the sale price, is now before 
the house of representatives. 

The law, enacted in 1955 and 
currently under attack as uncon- 
stitutional in the state supreme 
court, prohibits a merchant from 
limiting the number of items that 
may be purchased at an adver- 
tised price. 


é 


“ 


SALES 
UP 20% 


J. D. Gay, General Manager 
MISS GEORGIA DAIRIES, INC, 
of Atlanta, 
praises The Cisco Kid; 


“Sales are currently 
running approximately 
20% above normal from 
the same number of 
wholesale accounts . . . 
Cisco opened doors for 
us to put our products in 
one of the largest chains 
in this area... . As long 
as The Cisco Kid is 
available as a tv show, 
Miss Georgia Dairies, 
Inc. will be proud to 
sponsor it.” 


Ask to see more success stories of 


THE WORLD'S GREATEST SALESMANI 


“THE CISCO KID” 


IOS 


New York 


Cincinneti 


A bill introduced early in the 
1957 session would repeal the 1955 
law outright; another would leave 
the law on the books but amend 
it to allow limited purchase sales 
if the limitation is advertised 
along with the sale price. 

Gov. Edwin L. Mechem had 
asked for repeal of the “loss lead- 
er” law in his message to the leg- 
islature. 


s The supreme court, meanwhile, 
is expected to hold a hearing soon 
in a test case originating at Carls- 
bad, which attacks the constitu- 
tionality of the loss leader stat- 
ute. The case involves grocers 
Bill Patmann and Arnold Crabb, 
who refused to sell more than one 
box of giant size Tide to customer 
Cc. J. Doty for the sale price of 
49¢. Mr. Doty wanted to buy five 
boxes. 

District Judge C. Roy Anderson 
ruled last April 3 in favor of 
Messrs. Patmann and Crabb. He 
held that the law was an uncon- 
stitional exercise of police powers 
by the state. 

The New Mexico attorney gen- 
eral has acknowledged that the 
| law is unique among the 48 states, 
but he argues that there are 
many precedents for a state legis- 
jlature to control business prac- 
| tices. He said the legislature in 
11955 was intending to control 
= practices by stores 
| 


1} which can afford to sell items at 


a loss and thereby cripple small 
competitors who cannot afford to. 


|Copy Research Council 

| Elects Edward Battey 

| Edward Battey, vp and research 
|director of Compton Advertising, 
New York, has been elected presi- 
dent of the Copy Research Council. 


Alfred Whittaker 


Edward Battey 
| 


Alfred A. Whittaker, vp and 
research director of Benton & 
Bowles, has been named secretary- 
treasurer. 

Elected to the executive commit- 
tee were Carleton L. Spier, vp and 
director of Batten, Barton, Dur- 
|stine & Osborn, and Sydney H. 
Giellerup, senior vp of Marschalk 
& Pratt division of McCann-Erick- 
son. 


National Telefilm Enters 
Theatrical Release Field 

National Telefilm Associates, 
New York, tv film distributor, has 
set up a subsidiary to handle the 
release and distribution of motion 
pictures to theaters throughout the 
U.S. and its possessions. The sub- 
sidiary will be called NTA Pic- 
tures. 

NTA’s move into the movie ter- 
ritory is a switch in that it comes 
at a time when so many movie con- 
cerns are moving into one phase 
or another of television. The first 
release of the new company will 
be a re-release of the “Bells of St. 
Mary’s,” with Ingrid Bergman and 
Bing Crosby. 


_Greenthal Gets Disney Films 

| Monroe Greenthal Co., New 
| York, has been appointed to handle 
ladvertising campaigns for three 
| forthcoming Walt Disney feature 
| productions, scheduled for release 
|by Buena Vista Film Distribution 
Co., New York, during 1957. C. J. 
LaRoche Co. was the former 
lagency. 
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Jon’t miss t 
in Fort Worth 


- 
If you still think of Fort Worth as “cowtown,” 
better take a look at the stampede of progress in 
other directions. You might be missing something. 
Look at population—up 89% since 1946 (com- 
pared with a total U. S. increase of 19%). Buying 
power has risen 123%. And retail sales are up a 
whopping 239% since World War II, against an 
increase of 92% for the country as a whole. 
Long famous for its stockyards and packing 
plants, Fort Worth’s industry runs the gamut 
from steel products to chocolate candies. And it’s 
America’s second largest aircraft production 
center. Just one example of its increasing indus- 
trial construction is the multi-million dollar 
Wynne-Zeckendorf industrial district now under 
way in eastern Tarrant County. 

Keeping pace with its industrial expansion is the 
increasing number of new and expanded schools, 
churches, shopping centers and residential sec- 
tions. And proposals for a “Greater Fort Worth 
Tomorrow” would transform the downtown area 
by 1970 into pedestrian paradise . . . a commercial 
center free of surface vehicular traffic. 

If you want your share of the boom in Fort 
Worth, parape and the Fort Worth Star Tele- 
gram will give it to you. Each Sunday they call on 
three out of every four homes. Each Monday they 
begin to move goods off dealers’ shelves. 


PARADE... The Sunday Magazine section of 55 
fine newspapers covering some 2600 markets . . . 
with more than 15 million readers every week. 


he big parade 


Looking east to Fort Worth on the new East- 
West Freeway, one of Fort Worth's network 
of arterial highways for quick, smooth travel. 


How big is [T7777 
in Fort Worth? 


(Per cent of families reached :) 


LOOK....... 8.1% 


POST........ 8.4% 


LIFE........10.0% 
PARADE .. .. .74.9% 


Metropolitan County Area 
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Ads for Obscene Literature Violate Law 


Even if Goods Are ‘Inn 


Dayton, O., Jan. 29—An adver- 
tiser who used the mails to circu- 
late information on where and how 
obscene pictures might be ob- 
tained—but who filled orders for 
such material with so-called “in- 
nocuous” merchandise—was con- 
victed here last week in a federal 
district court for infringing the ob- 
scenity statute. He was sentenced 
to one year in the custody of the 
state attorney general. 

John Fugate Jr., who operated 
the Surprise Shop, Star Photo, 
Male’s Book Co., Xenia, O., was 
convicted for circulating advertis- 
ing materia] through the mail of- 


fering obscene photographs and} 


publications. 

The case raised certain issues 
and problems which were the sub- 
ject of extended comments in the 
decision rendered by Judge Lester 
L. Cecil. 

A sample mailing over the name 


“ey, 
ye 


starring // 
John HART 


Lon CHANEY 


vay 


James Fenimore Cooper's all- 
family classic has a ready- 
made audience. Hawkeye’s 
everybody's idol! Thrilling 
outdoor action—an “Eastern” 
filmed on location in actual 
French-indian War Country. 
You get better sponsor iden- 
tification. Excellent markets 
still available. Wire or 
phone collect right now for 
your market before another 
sponsor beats you to it. 


Television Programs of America, Inc. 


488 Madison Ave., N. Y. 22 ¢ PLaza 5-2100 


ocuous, Court Rules 


|of Surprise Shop, offered in evi- 
| dence, reads as follows: 


s “Have you been looking for 
those vest pocket size illustrated 
comic books? You know, the ones 
| that men really like. Well, I have 
j}comic books that are really the 
|cat’s pajamas, and when it comes 
| to sex, boy, these books are really 
innocuous. There are four to a set 
|and are only $1 per set, or ten for 
| $2, each different.” 

| Judge Cecil, in his decision, 
stated that the burden of the 
charge against Fugate was his use 
| of the mails for “giving informa- 
tion as to where and how obscene 
and indecent pictures (or publica- 
tions) might be obtained.” He rec- 
ognized that photographs and pub- 
lications actually sent to persons 
responding to the advertising 
might be completely innocent, but 
he rejected the argument that a 
determination could not be made 
on the charges without reference 
to such subject matter. 

“Such construction,” the judge 
said, “would nullify the provision 
of the statute which defines an of- 
fense as ‘every written advertise- 
ment or notice of any kind, giving 
information directly or indirectly, 
where, or how, or from whom, or 
by what means any of such men- 
tioned matters, articles or things 
may be obtained.’ 


s “Such a theory has no legal mer- 
it,” the court said. “If obscene and 
indecent matter can be barred from 
the mails, there is no reason why 
Congress cannot take the addition- 
al steps and bar advertising which 
would lead to the acquisition of 
such material, whether through the 
mails or otherwise. 
“The question before the court,” 
Judge Cecil ruled, “is whether or 
not in various exhibits which are 
the subject of the counts in the in- 
dictment in this case are adver- 
tisements telling where and how 
obscene and indecent publications 
may be obtained—irrespective of 
what, if anything, the defendant 
intended to supply in fulfilment of 
the orders.” 

Conceding that under strict lit- 
eral interpretation of the advertis- 
ing, the respondent might receive 
entirely innocent material, Judge 
Cecil nevertheless declared his be- 
lief that “the defendant or others 
forming such business, made a stu- 
dious and subtle effort to create a 
pattern for a letter or circular that 
would fit into a technical defense 
under the statute.” 


® The word “innocuous” in the 
advertisements, the court declared, 
“only adds to the subtlety of the 
note and discloses the intention of 
the writer. Clearly, the intention 
of the writer was to convey the 
idea that he had obscene and in- 
decent pictures for sale. 

“As previously stated,” the court 
said, “it is what is advertised, not 
what is supplied, that determines 
the violation of the statute. It is 
not likely that one who placed an 
order in response to defendant’s 


Webb 


Headley 
Shafto 


COMMITTEE & CODERS—The National Assn. of Radio & Television 
Broadcasters’ tv code review board exchanges views on the volun- 
tary application and interpretation of the tv code with a committee 
of the Station Representatives Assn. NARTB members here are 
G. Richard Shafto, WIS-TV, Columbia, S. C., code board chairman, 
and Edward H. Bronson, director of television code affairs. SRA 
members are Ed Codel, chairman, tv trade practices committee; 

Larry Webb, managing director, 


and Frank Headley, president. 


Jones Advises 
Newspapers to 
Sell Own Virtues 


East LANSING, MicH., Jan. 29— 
Newspapers should provide agen- 
cies with more circulation break- 
downs by age and income of 
readers—“more detailed infor- 
mation as to the composition of 
your particular audience to help 
us keep on target.” 

That’s the advice of Ernest A. 
Jones, president of MacManus, 
John & Adams, who also told the 
Michigan Press Assn. that “it 
would be helpful if we had 
more information about your mer- 
chandising services and if these 
services are extended to actual 
dealer contact in follow-up on our 
national advertising. 

“I would like to have the local 
reaction supplied to me by your 
impartial observers,” he contin- 
ued. “This, I feel, is most impor- 
tant, because while we use the 
term ‘national’ advertising, all 
advertising is local when it is 
read, looked at or listened to. 

“We believe independent re- 
search studies should be made in 
connection with newspaper make- 
up—both editorial and advertising 
studies. Such factors should be 
determined as traffic movement 
through the paper and the aver- 
age reading time of various sec- 
tions. I have seen a few such 
studies, and they have been ex- 
tremely helpful in the positioning 
of ads for greater reader expos- 
ure.” 


e Mr. Jones also advised news- 


circulars or letters would complain 


that he placed an order for obscene | 


| literature and that he either did 
|not receive anything or that what 
he did receive was not obscene. If 
the defendant seeks to take refuge 
behind such deception, it com- 
pounds his culpability rather than 
excuses it.” . 


‘Winnipeg Tribune’ Offers 
R.O.P. Color March 15 

The Winnipeg Tribune is offer- 
ing r.o.p. color in all editions 
effective March 15. Minimum 
|charges for space and color for 
| black and one color is $180, for 
black and two colors, $350, for 


| 


black and three colors, $410. Line | 


rates are 30¢, 35¢ and 41¢ respec- 


tively. 


paper representatives—and those 
|representing other media—to be 
more constructive when calling on 
agencies. 


New York PRSA Elects 

John K. Barnes, pr director of 
Carrier Corp., Syracuse, has been 
elected president of the Central 
New York chapter of the Public 
Relations Society of America. 
Other officers elected are Ray- 
mond S. Meixsell, assistant to the 
president, Troy Savings Bank, vp, 
and Morgan Redmore, assistant di- 
rector of public relations, Solvay 
Process division of Allied Chemi- 
cal & Dye Corp., secretary and 
publicity chairman. 


Phelps Dodge Names De Turk 

Frederick W. De Turk has been 
appointed advertising manager of 
Phelps Dodge Copper Products 
Corp., New York. He succeeds Al- 
len C. Davison, who will remain 
with the company as an advertis- 


been in the company’s advertising 
department as an assistant to Mr. 


ing consultant. Mr. De Turk has} 


Davison for the past several years. '| 
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Swift's New Cheese 
Is Fast, Squeezes 
Swittly from Tubes 


Cuicaco, Jan. 30—Swift & Co. 
is marketing Cheez Presto, a new 
cheese product in three flavors, 
in a plastic squeeze tube. 

Swift currently is test marketing 
the product in Tulsa, Louisville, 
Denver, Tampa, St. Petersburg, 
and Lakeland, Fla., and in Provi- 
dence and Pawtucket, R. I. Na- 
tional distribution for the cheese 
has been approved. 

McCann-Erickson has been as- 
signed to handle advertising. No 
national advertising has _ been 
planned. Swift is using television 
spots, newspapers and direct mail 
coupons in the test markets. 

The cheese comes in flavors of 
mild, sharp cheddar and bluelle, 
and is packaged in an 8 oz. size 
with 12 tubes to a case. The re- 
tail cost of the cheese ranges be- 
tween 39¢ and 49¢ a tube. It does 
not require refrigeration. 

The name Cheez Presto is not a 
new one with Swift. The company 
has marketed a Cheez Presto 
ready-spread cheese product in 


glass jars for several years. . 
Purex Bleach in Boxes, Jars 
Following consumer _ testing, 


Purex Corp. has decided to market 
its Beads O’ Bleach both in jars 
and cartons. Consumers expressed 
preference for cartons in the laun- 
dry and jars in the kitchen and 
bath. 


27% Will Build 
Their Own Homes 


Home Craftsman readers—practical, 
capable craftsmen—ore now planning 
big-ticket construction jobs. 27% will 
build new homes within the next two 
years. 17% will do ALL the work; 49% 
will do MOST of the work; 33% will 
do SOME of the work. 

Now is the time to sell tools and 
building materials for these owner- 
built homes. 

Survey now available gives job-by- 
job breakdown. 


Write now. 
| 


115 Worth St. 


ome 


CRAFTSMAN 


FOSTER ... KLEISER 


“Their time and ours would be 
better spent—and the cause of 
their particular 


dealt with positive factors,” he 
declared. 

“We are not interested in what 
the other guy is doing. We are 
interested in what their own me- 
dia are doing and can do. Speak- 
ing for myself . . . 1 would rather 
have an honest, informative pic- 
ture of the situation and prospects 
of say, Battle Creek, than a long 
negative and confusing diatribe 
against radio or television or out- 
door advertising.” . 


publication or | 
service further advanced—if they | 


leading outdoor firms now switching 
their entire systems to the new 
COLUMBIA ELECTRIC “SOD 


Luminaire” lighting fixture. 


| 


& Manuractuninge ce. 


new Columbia 


Foster & Kleiser is just one of many 


. converts to 
"ZT uminaire”’ 


It's easy to understand why: You get 
superior levels of even illumination — 
at HALF the power COST of an in- 
candescent system when you use the 
new “Luminaire” lighting fixture. 


WRITE OR WIRE TODAY FOR WKLUSTRATED BROCHURE AND PRICE LISTS. 


COLUMBIA wo ELECTRIC 


ManUraActTuRING BSIVISION 


FO Bee TIES SPOKANE, WASHIMOTOM Etypetene 4-0978 


| 
| 


WUFAGTURERS OF QUALITY LIGHTING 
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Promote Economic 
Value of Advertising, 
OAI's Moore Urges _ 


Co.Lumpswus, O., Jan. 9—-Streesing| 
that Americans do not realize the 
important contribution that adver- 
tising is making to their well-| 
being, Warner R. Moore, president, | 
Outdoor Advertising Inc., last week 
told the Columbus Advertising | 
Club that “Americans should look | 
upon their newspaper, radio and | 
television stations, magazines and 
outdoor advertising as being just 
as important in the production of 
prosperity as are factories and 
commercial establishments. 

“Advertising,” Mr. Moore said, 
“is the outgrowth and the symbol 
of our economic freedom. When 
people don’t fully understand how 
advertising serves them, they be- 
come easy prey to the arguments 
of those who would put a strait 
jacket on our political and eco- 
nomic freedoms.” 

Mr. Moore, who was business 
manager of the New York Herald 
Tribune before becoming president 
of OAI in 1955, cited recent at- 
tacks on outdoor advertising as 
evidence of a lack of understand- 
ing of that medium’s policies and 
economic service. 


® Members of the outdoor adver- 
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MUCH SIMILARITY—Scheel Advertising Agency, East Cleveland, which 

prepared the ad on the left for Acme Electric Corp., and ran it in 

Signs of the Times in February, 1954, was surprised and not pleased 

to get the mailing piece on the right from the American Public Re- 

lations Assn. in January, 1957. Scheel complained to the association 
about the startling similarity of the artwork. 


Dr. Dichter Opens 


Canadian Subsidiary 


59 


| stitute. 
| James F. Hickling, a Toronto 
industrial psychologist and con- 


|sultant, is Ist vp and director of 


Toronto, Jan. 29—-The Institute! technical operations for the new 


for Motivational Research (Cana- 
da) Ltd., a subsidiary of the Insti- 
tute for Motivational Research, 
Croton-on-Hudson, N. Y., has been 
established in this city. 


institute. 

John C. Robertson is vp in 
charge of administration, which 
includes supervision of all field 
| research programs. 7 


The new institute will be Ca-| 


nadian directed and staffed but 


will be associated with the parent} 


U. S. operation, according to Dr. 
Ernest Dichter, president of IMR. 
Dr. Dichter, Albert Shepard, exec 
vp, and Irving Gilman, vp, will 
maintain liaison between the Cro- 
ton-on-Hudson office and the Ca- 
nadian institute. 


® President of the new Canadian 


institute is Ralph F. Bowden, who! . 


is also president of Trans-Canada 
Marketing Studies Ltd., a national 
marketing research organization 
which will assist in developing the 
field service required by the in- 


| William Conover to Mogul 

William Conover, formerly with 
Kastor, Farrell, Chesley & Clifford, 
has joined Emil Mogul Co., New 
York, as account executive on Lite 
Diet low-calorie white bread, made 
by Bakers Franchise Corp. 


MAGAZINE ¢ CLASSIFIED 
— BIGGEST — 
— BY THE MILLIONS — 


Rates & Data for the asking 


PUBLISHERS CLASSIFIED DEPARTMENT 
9s. Ginren ST., Guess 6, Rasen 


tising industry, he said, have made 
it unmistakably clear that it is the 
policy of the industry to build, op-| 


erate and maintain outdoor adver- | fF 


: ...And TELEGRAM & GAZETTE 
| Circulation is at an All Time High 


tising displays only in areas which 
are appropriate for business, com- | 
mercial or industrial uses, while at 
the same time observing discretion 
and good taste with respect to fre- 
quency and concentration of struc- 
tures. 

“Let us remember,” he said, | 
“that it is business that has pro- 
duced the wealth for the construc- 
tion of these roads, business that) 
makes them necessary and business 
that must be served by them if our | 
economy is to prosper. It would, 
therefore, not be surprising if these 
roads led to, passed through or | 
touched upon areas of business ac- | 
tivity. 

“Outdoor advertising is in the 
business of selling goods and serv- 
ices for American business, large 
and small. Its structures are busi- 
ness structures. It seeks only the 
same rights accorded to other busi- 
nesses in the country: To conduct 
its business where other businesses 
are conducted.” e| 


McGraw-Hill Boosts Two 

E. G. Maley, formerly assistant | 
manager, has been appointed 
manager of field circulation sales 
of McGraw-Hill Publishing Co., 
New York. He replaces Huber M. 
Gemmill, who has been named 
manager of circulation sales, re- 
porting directly to Angelo Vene- 
zian, vp and circulation coordina- 
tor of the company. Mr. Maley 
joined McGraw-Hill in 1940 in 
Argentina. 


Drive Set for Enna Jettick 

Dunn & McCarthy, Auburn, N.Y., 
will open a print drive for Enna 
Jettick and Jett-Aire shoes with a 
color spread in the April McCall’s. 
Subsequent ads in newspapers and 
in Glamour, Ladies’ Home Journal | 
and Mademoiselle will be used, 
plus kits containing dealer aids. 
The advertising agency division of | 
Amos Parrish & Co., New York, m 
handling the campaign. 


Jill Jessee Forms Agency 

Jill Jessee, New York, free lance 
perfume and cosmetic publicist for 
the past seven years, has opened 
an advertising agency, Jill Jessee 
Inc., with offices at 3 Washington | 
Sq. N., New York. Her publicity 
accounts will be absorbed into the 
new corporate operation. Adver- 
tising accounts will be in the per- 
fume and cosmetic field exclu- 
sively. 
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— — 93.6% 


F INTENSIVE COVERAGE 
. WORCESTER COUNTY 
Daily —159,666* 


(Sunday — 106,296*) 


"Publisher's Statement Sept. 30, 1956 
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1956 vs. 1946 
UP 23% 
UP 98% 
UP 75% 


Population ... 
Retail Sales. . . 
CBs 6 + ae 


(580,200) 
($624,927,000) 
($927,233,000) 


The Worcester 


Howard M. Booth, Publisher 
MOLONEY, REGAK & SCHMITT, Inc. 


National Representatives 


TELEGRAM ano GAZETTE 


WORCESTER, MASSACHUSETTS 
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PHOTOGRAPHIC 
REVIEW 


Sterling Hinman Marshall West Lubben 

DOUBLING IN BRASS—Four amateurs and a professional entertain 
at the dinner, Jan. 18, of the Cresmer & Woodward advertising 
directors conference which preceded the Newspaper Advertising 
Executives Assn. convention in Chicago. C&W performers are 
Leonard Marshall, president and treasurer, New York, and Jack 
Sterling, vp, Detroit, aided by Charles Hinman, advertising director 
of the Winnipeg Tribune, and Joe A. Lubben, vp, the Dallas Morn- 
ing News. Mr. West is half the entertainment team of West & Maza. 


Cale saya: this» coe yor to be « Lady on the beach Teal 


Cole 


OuTpRICED—Suzy Parker, red-headed beauty who as a top-ranking 

model averages $1,000 a week, doesn’t know it, but she’s been out- 

priced by a horse. For this Cole of California swimsuit ad, Miss 

Parker’s fee was $360; the two horses received $850 ($425 per 

horse), plus free oats. The ad runs in the January Holiday, May 

Mademoiselle, and as a miniature statement enclosure. Doyle Dane 
Bernbach Inc., New York, is the agency. 
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Proctor Wilson _—_Klingensmith Hackenberg Odell 
SupporTEeRS—Five leading advertisers in the food Proctor, 
field have pledged merchandising and advertising Robert 


Coleman Adams 


brand manager, Log Cabin syrup, and 
Haynes, 


Shaw 


PLANNERS—A ten-:nan educational advisory board has 
been set up by the Advertising & Sales Club of Seat- 
tle to give continuity to the long-standing coopera- 
tive efforts of the adclub and the University of 
Washington school of communications in the train- 
ing of people for advertising. Shown here are Leslie 
K. Shaw, Farwest Lithograph & Printing Co.; Rob- 
ert Erzinger, Fisher Flouring Mills Co.; Daniel S. 


Erzinger Warner 


mS 
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LORANE COOLEY has been named 
consumer service director of Ha- 
waiian Pineapple Co. Ltd. in San 
Jose, Cal., succeeding Roberta 
Quinn, Dole’s “Patricia Collier,” 
who resigned. Miss Cooley, most 
recently home economist for C & H 
Sugar Refining Co., also has been 
radio and tv director of the Cal- 
ifornia Food Research Institute. 


Haynes 


brand manager, Jell-O instant 


Lutkins 


NEW HUB AGENCY—Going over plans at the opening of their agency, 
Campbell, Emery & Lutkins, 8 Newbury St., Boston, are David R. 
Lutkins, president and treasurer; George Campbell, vp and art di- 
rector, and Edgar R. Emery, vp and copy director. All three previ- 
ously were with John C. Dowd Inc., Boston, Mr. Lutkins as account 
executive, Mr. Campbell as art director and Mr. Emery as copy di- 
rector and vp. 


Advertising Age, February 4, 1957 


Douglass Mackay 


Warner, director, advertising division, school of 
communications; Arch Douglass, Sick’s Seattle 
Brewing & Malting Co.; Wallace J. Mackay, Miller, 
Mackay, Hoeck & Hartung; Mrs. Nancy Davis, ad- 
club, and Harry S. Pearson, McCarty Co. Members 
not present are George Weber, Cole & Weber; Rein- 
hart Knudsen, Botsford, Constantine & Gardner, and 
Otto Brandt, King Broadcasting Co. 


Pearson 


“« ‘hearer 2 ad » 
ie Gt ae ee 


Campbell Emery 


THUMBER TIME— 
Miss 1957 Green 
Thumb publicizes 
Libby, McNeill & 
Libby’s Green 
Thumb display 
kit which is 
available to gro- 
cers for a spring 
promotion— 
Libby’s third 
annual Green 
Thumb shopper 


support for the June Dairy Month promotion spon- 
sored by the American Dairy Assn. The five coop- 
erators are Campbell Soup Co., General Foods Corp., 
General Mills, National Biscuit Co. and Quaker Oats 
Co. Shown here with Donald Coleman, advertising 
manager of the dairy association, are William R. 


puddings, General Foods; Howard Wilson, sales pro- 
motion manager, National Biscuit; Harold Klingen- 
smith, sales manager, and John Odell, account su- 
pervisor, Aunt Jemima division of Quaker Oats; 
William Hackenberg, Campbell Soup, and Charles 
Adams, General Mills. 


stopper contes:. 

Miss 1957 Green 

Thumb is other- 

wise known as 
Pat Lee. 
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Grove Labs Gets Injunction 

Grove Laboratories Inc., St. 
Louis, has obtained a federal in- 
junction restraining Approved 
Pharmaceutical Corp., Syracuse, 
N.Y., from using the name “7-Way 
Cold Tablets.” The court ruled that 
“7-Way” infringes on the trade- 
mark, “4-Way Cold Tablets,” used 
by Grove for its anti-cold medica- 
tion. 


‘Precision’ Names Veit 

David W. Veit, editor of Pre- 
cision Metal Molding, Cleveland, 
for the past ten years, has been 
named publishing director of the 
magazine. 


SIMPSON-REILLY, LTD. 
Publishers epresentatives 


as eam 


LOS ANGELES HALLIB 
SAN FRANCISCO CENTRAL TOWER 


John Cavanagh, 
Pioneer Hat Maker, 
Is Dead at 93 


NorRWALK, CONN., Jan. 29— 
John J. Cavanagh, 93, a founder 
and honorary board chairman of 
the Hat Corp. of America, died 
Jan. 24 at his home in East Nor- 
walk. 

Entering the hat business here 
after leaving high school, Mr. 
Cavanagh became a master of 
every aspect of the business in- 
cluding design, manufacture and 
sales. He invented the “Cavanagh 
edge,” a manufacturing process 
that revolutionized the industry 
by eliminating the fabric binding 
customarily stitched on the hat 
brim to give it firmness. 

His contributions to hat design 
and style were often cited and he 
received the first annual Nieman- 
Marcus fashion award in 1934. He 
founded the Cavanagh Research 


|Corp., the Cavanagh Hat Co. and 


in 1932 was largely instrumental 
in the formation of the Hat Corp., 
one of the largest hat combines 
in the world. It includes the Cav- 
anagh, Dobbs and Knox lines as 
well as Knapp, Felt, Hodshon- 
Berg, Byron and other hat com- 
panies. 

Active in public affairs, Mr. 
Cavanagh was a former mayor of 
Norwalk, founded the Norwalk 
General Hospital and the local 
Young Men’s Christian Assn. A 
prominent Catholic layman, he 
was a charter member of the 
Catholic Club of New York and 
received the order of the Knights 
of Malta. 


Cc. C. DELMONICO 


New York, Jan. 29—Charles 
Crist Delmonico, 63, a vp of Kelly, 


with the Cheltenham and the 
Birch-Field agencies for more 
than 20 years. He was an asso- 
ciate member of the New York 
real estate board, and a specialist 
in hotel, real estate and restau- 
rant advertising. 


RAYMOND C. KRAMER 


New York, Jan. 29—Raymond 
C. Kramer, 55, board chairman of 
Belding Heminway Co. and In- 
terstate Department Stores, and 
widely known merchandising au- 
thority, died Jan. 24 at Roose- 
velt Hospital after a short illness. 

Born in Philadelphia, he was 
graduated from Pennsylvania State 


| College in 1922. After working for 


several companies, he joined 
Belding Heminway Co. and be- 
came president in 1931 and board 


Nason, died Jan. 24 in Regent Hos- | chairman in 1937. 


pital after a heart attack. 
A member of the celebrated 


During the war, as chief of the 
economic scientific section of al- 


family of restaurateurs, Mr. Del-| lied headquarters in Japan, his 


monico joined Kelly, 


Nason in services won him 


the Distin- 


1937. Previously, he had been | guished Service Medal and the 


Louisville’s 
BEST KNOWN FIGURE 


The WHAS-TYV Channel 11 figure advises viewers to watch 


“Weathervane” at 10:40 nightly. He doffs his weather beanie on 


other promotion slides and appears in triplicate, attracting viewers 
to the “I Led 3 Lives” series of Lincoln Income Life 
Insurance Company. 


Every hour of the day, the Channel 11 figure reminds viewers 


of WHAS-TV’s well produced local programs and selected 
national spot shows. He stands for the best... and 
everyone knows where he stands. 


He should remind you that for selling results, individual 


and distinctive treatment, your advertising deserves the impact 
of programming of character. In Louisville, WHAS-TV 
programming PAYS OFF! 


Are you participating? 


VICTOR A. SHOLIS, Director 

NEIL CLINE, Station Mgr. 
Represented Nationally by Harrington, Righter & Parsons 
Associated with The Courier-Journal and Louisville Times 


BASIC CBS-TV Network 


Advertising Age, February 4, 1957 


Legion of Merit. From 1948 to 
1950 he was chairman of the mer- 
chandising advisory committee of 
the International Refugee Organ- 
ization, organized to dispose of val- 
uables confiscated by the Nazis. 


A. WILLIAM BUTTERFIELD 

Cuicaco, Jan. 29—A. William 
Butterfield, 54, veteran business 
publications advertising repre- 
sentative, died Jan. 24 of a 
heart attack in his Evanston 
home. 

Mr. Butterfield was assistant 
western manager of Lebhar- 
Friedman Publications Inc., and 
western manager of Chain Store 
Age. He had been with the com- 
pany for 17 years. 

Prior to joining Lebhar-Fried- 
man, he was a salesman for U. S. 
Rubber Corp., and owned and op- 
erated his own pharmacy busi- 
ness. He was a member of the 
Chicago Dotted Line Club. 


ROLAND E. MILLER 


SEATTLE, Jan. 29—Roland E. 
Miller, 44, editor and publisher of 
the Walla Walla Union-Bulletin, 
died here Jan. 21. He had been 
under medical care for cancer for 
several months. 

He joined the Union-Bulletin 
news staff in 1935, and in 1948 was 
named editor and assistant pub- 
lisher. In 1955 he was appointed 
publisher on the retirement of 
John G. Kelly, who became chair- 
man. 


CHARLES A. RAMSAY 


Cuicaco, Jan. 29—Charles A. 
Ramsay, 80, who retired from the 
advertising department of Quaker 
Oats Co. 15 years ago, died at 
Michael Reese hospital here Jan. 
23. 

Prior to joining Quaker Oats, he 
had been with General Outdoor 
Advertising Co. 


Two Succeed Rowena Faber 

Rowena Faber has retired as vp 
in charge of eastern press relations 
of Simmons Associates, New York, 
and also as business manager of 
the Diner’s Club Magazine which 
is edited by that organization. Ron- 
ald J. Steiner, assistant to the pres- 
ident of Simmons, has taken over 
as eastern press chief, and Nancy 
Wilbur has been appointed associ- 
ate editor and business manager of 
the Diner’s Club Magazine. 


Ekco Adds to Line 

Ekco Products Co., Chicago, is 
adding a new line of stove and 
utility mats, which will be called 
Ekco-Mats. The mats are of metal 
with an asbestos base. 


CONSOLIDATED 


SEES ANYTHING YOU WANT 
TO KNOW in English language 
newspapers, as an advertise- 
ment or a news item... We 
read practically all the daily 
and over 6000 weekly news- 
papers. We've been doing it 

\ quickly, professionally and inex. 
pensively since 1886. 

PRESS 


CONSOLIDATED tiirrins surcaus 


431 SOUTH DEARBORN STREET 


, DEPT. 12 
CHICAGG 5, ILLINOIS 


170 FIFTH AVENUE, NEW YORK 10, N. Y. 
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: ADVERTISING PER ISSUE® ONE FARM MAGAZINE FARM JOURNAL» 


MUCH AS THE NEXT FARM MAGAZINE AND NEARLY AS MUCH AS THE : 
NEXT THREE FARM MAGAZINES COMBINED STOP WITH MORE THAN ONE 
“MILLION FIVE HUNDRED THOUSAND DOLLARS AD REVENUE, 
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This is a full-rate ay Letter 


Telegram or Cable 


a "UNION ==! = 
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¥ W. P. MARSHALL, presivEnt 


The filing time shown in the date line on telegrams and day letters 1s STANDARD TIME at point of origin. Time of receipt is is STANDARD T! TIME at at point “ot destination 
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JOHN C BELFIELD. PRESIDENT LEWIS &. GILMAN= 


gy) 528 WALNUT ST PHILA= ; i } 


Marais wae BEGINS- WITH THE FEBRUARY ISSUE STOP * : 


FEBRUARY 1957 ISSUE FARM JOURNAL ALL-TIME RECORD BREAKER 
SFOR FEBRUARY IN LINES, PAGES AND DOLLARS STOP IN 1956 


“NINE GREAT MAGAZINES AVERAGED MORE THAN ONE MILLION DOLLARS 
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‘WAS AMONG THEM STOP IN 1956 FARM JOURNAL BROKE ALL RECORDS 
WITH THIRTEEN MILLION SEVEN HUNDRED THOUSAND DOLLAR AD 
REVENUE — UP TWO MILLION OVER 1955, MORE THAN TWICE AS 3 


FEBRUARY 1957 ISSUE OF FARM JOURNAL GETS. US OFF 70 A. 
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FLYING START FOR, 1957 STOP PLEASE PREPARE ADVERT I SEMENTe | 


FOLKS WANT TO KNOW HOW WE ARE DOING= 
RICHARD J BABCOCK PRESIDENT FARM JOURNAL INC 


230 WEST WASHINGTON SQUARE PHILADELPHIA PAs 


THE COMPANY WILL APPRECIATE SUGGESTIONS FROM ITS PATRONS CONCERNING ITS SERVICE 
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The magic Formula for Most intensive readership and Greatest Advertising Results is LOCAL EDITING and GRAVURE reproduction 
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TIMING FLEXIBILITY — “When they are skiing in 


Buffalo, the azaleas are blooming in New Orleans.” 
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MERCHANDISING FLEXIBILITY— can fit your mes- 


sage to the market. 


SELLING ATMOSPHERE — where the family shops. 


MAGAZINE REPRODUCTION — dramatic, COLOR 
GRAVURE. 


ECONOMICAL PRODUCTION — 


IDEAL FOR TESTING — use any of the 39 major 


markets. 


LOCALLY EDITED — full of what interests readers 


most — their own community — their neighbors — 
themselves. 


UNMATCHED READERSHIP — as proved by every 
published survey. 


UNMATCHED READERSHIP — as proved by spon- 


taneous reader response. 


EXTENSIVE COVERAGE—23,000,000 subscribers in 
39 major markets. 
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7 out of 10 families 
in 39 of America’s Largest Markets 


receive a Home Edited Gravure Magazine 


... individually edited and distributed 
with 51 of America’s great Sunday Newspapers. 


No other media can deliver 

your “Sunday Advertising Punch” 
so intensively and effectively, 
with such flexibility. 


GOOD PLACE 
TO TEST 


GRAVURE MAGAZINES 


Twelve of the best of the 51 home edited gravure magazines: 


AKRON BEACON JOURNAL © ATLANTA JOURNAL AND CONSTITUTION 
COLUMBUS DISPATCH © DENVER POST * HOUSTON CHRONICLE 
INDIANAPOLIS STAR ©® LOUISVILLE COURIER-JOURNAL 
NEWARK NEWS © NEW ORLEANS TIMES PICAYUNE STATES 
PHOENIX ARIZONA REPUBLIC © ST. LOUIS GLOBE DEMOCRAT 
TOLEDO BLADE 
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Feature Section 


Weiss Begins a New Series 


Interestingness Is Woolf's Subject 


‘Short Rate’ for TV Film Fiascos? 
The C.M.'s Tired of Yesterday's Dish 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 
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There'll Be Some Changes Made... 


Marketing and Advertising to Be Vastly Affected 
by Revolution in Electronic Communications 


By E. B. Weiss 


Every activity involved in accelerating 
the movement of merchandise into 
consumption involves communications. 
Advertising. Selling. Merchandising. Pro- 
motion. Marketing. All involve communi- 
cations. 

And, within the next ten years, the sci- 
ence of electronic communications will 
revolute—not merely evolute. The tech- 
nology of communications will change 
more radically in the coming ten years 
than it has in the last 50 years. And, in 
the first half of this century, communica- 
tions changed more than it had in the en- 
tire history of mankind. 

As a small sample of the revolution that 
lies ahead, consider this brief revelation 
of just some of the marketing tasks 
planned by General Electric for its data- 
processing “brains”: 

We are planning to do a complete leng-range 
sales forecasting job which will correlate such 
existing but inadequately used data as the 
birth rate and new family formations; dispos- 
able income and the level of employment; 
our models and prices compared with compet- 
itors’ models and prices and the availability of 
electricity in new areas and the number of 
new homes wired for electricity. 

Our integrated system, when completed, will 
provide a dynamic distribution analysis; it 
will take information from sales records and 
projections and provide for management an 
up-to-the-minute picture of the retail trade 
and a photo-flash picture of our company’s 
distribution pipelines to all areas of the coun- 
try. Coupled with budget applications and 
the production-control application, this should 
give management the opportunity to adjust 
selling effort and factory effort to make the 


maximum use of the production facilities at 
its disposal. 

Properly handled, it should help us to make 
the right appliance and deliver it to the right 
place at the right time. This could have an im- 
measurable effect in producing more profitable 
operations. 


s And as a further example of how far 
this communications revolution has al- 
ready marched into the world of market- 
ing it is fascinating to note the appear- 
ance of trade-paper advertising which 
mirrors this development. For example, 
Masland Rugs has run trade-paper ads 
interpreting the marketing significance 
of its recent installation of a Univac 120. 
The copy declares: 

“This magic machine supplies us with 
just the information we need on sales, 
inventory, production, etc., in the short- 
est possible space of time. It has enabled 
us to completely change our inventory 
planning so that we can now have relia- 
ble information for our sales force and 
our retail associates in a matter of min- 
utes—a task that took hours and some- 
times days before we installed this 
modern miracle of mathematics.” 


Dealer Panel Is One Result 

Similarly, Sylvania has been using 
trade-paper space to mark out how its 
remarkable new “communications cen- 
ter” will permit operation of a highly 
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useful new form of National Dealer 
Panel. The trade-paper copy explains: 
“Today, as never before, the quickly 
changing markets of tv, radio and high 
fidelity demand fast, accurate control of 
production and distribution. . . 

“Direct reports from the floors of Syl- 
vania radio and television dealers across 
the nation come into Sylvania’s data 
processing center at Camillus, N. Y., and 
are dispatched immediately to Sylvania’s 
huge new television manufacturing plant 
at Batavia, N. Y. Never before has a tv 
manufacturer had such firsthand and 
speedy communication with the buying 
public. Instead of waiting weeks for this 
vital inventory and sales information to 
trickle back through distribution chan- 
nels, Sylvania will now be able to make 
immediate adjustments in its production 
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and distribution patterns to fit your sell- 
ing needs.” 

Member dealers also complete a 
monthly “narrative” report on consumer 
reaction to specific features offered by 
Sylvania and by competing products. The 
panel also serves as a test group for ad- 
vertising and merchandising campaigns 
before they are accepted for national use. 

Dealer membership is being steadily 
expanded to include all key markets. As 
the National Dealer Panel grows, Sylva- 
nia will have more and more fresh mar- 
keting information upon which it can 
base its production and distribution plans 
to assure that its dealers get the right 
sets, at the right time, in the right quan- 
tity. 

And even medium-sized companies are 
installing electronic communication sys- 
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VARIETY OF PROBLEMS—Here are three pages from Retailing Daily, showing how Sure-Fit 
slipcovers, Sessions clocks and Masland rugs and carpets are featuring electronic 
equipment as an aid in keeping dealer inventory down and in processing dealer orders 


more promptly. 


PARTNERSHIP—This Remington Rand ad 
tells how Sylvania and Univac add up to 
a data processing center which Sylvania 
believes will revolutionize its operations 
and its relations with distribution factors. 


tems, and then talking about them in 
business-paper advertising. An example 
is Sure-Fit, maker of furniture covers. A 
trade-paper ad captioned: “Is excessive 
slipcover inventory crippling your oper- 
ation?” goes on to inquire: “Are you 
getting the turnover you need—or is your 
open-to-buy being strangled by styles 
and colors or price ranges that don’t sell? 
Sure-Fit’s IBM system automatically 
keeps your stock in fighting shape.” 

Sessions clocks has run trade ads 
frankly confessing that its clocks once 
were better than its reorder system—but 
now “Sessions has installed a new IBM 
order-control system. We can ‘press a 
button’ and let you know immediately 
what part of your order is ready for im- 
mediate shipment and exactly how soon 
we'll ship the balance.” Sessions dem- 
onstrated this IBM-teletype system at 
the Housewares Show. 

And even a package liquor store—the 
fabulous Pearson’s in Washington, D.C.— 
has an electronic board that flashes its 
constantly changing prices to customers 
in the store. 


Four Years Ago—Automation; 
Now It's ‘Information Theory’ 

It was only four years ago that I wrote 
a series of four articles for ADVERTISING 
AGE on automation. The majority of the 
readers of that series were barely ac- 
quainted at that time with the word “au- 
tomation” itself—and cybernetics was, 
for most (including this writer) some- 
thing strictly for the Greeks. Yet auto- 
mation in the factory has already created 
new problems for marketing and the 
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term is now in common usage. 

Today, the world of marketing is on 
the threshold of another development of 
equal import—a development inseparable 
from automation and yet a science by 
itself. One word sums it up—communica- 
tions. In particular—electronic commu- 
nications. 

And, within four years from today the 
very language of the new science of 
communications will be on its way to- 
ward becoming a part of the daily vo- 
cabulary involved in the total marketing 
process. The term “information theory” 
will then be as familiar as is “automa- 
tion” today. 


s It has been said that the progress of 
civilization depends not merely on cur- 
rent concepts but on the speed and ef- 
ficiency with which we store, make 
available and communicate over any dis- 
tance the whole record of collective past 
experiences. This is the direction in 
which the new science of electronic com- 
munication will take the world of mar- 
keting faster and farther in the next few 
years than ever before in contemporary 
marketing’s history. 

Marketing advances only as it ac- 
quires new experience and only as it 
makes its experience instantly available 
and easily useful. That, in brief, is com- 
munications. Communications is the life- 
blood of business; of marketing. But the 
circulation of this blood stream has been 
sluggish. It is now destined to be vastly 
accelerated, with enormous impact on 
every phase of marketing. 

We have learned how to communicate 
to production machines; this is factory 
automation. Now we are learning how to 
communicate to data-processing equip- 
ment—and from this equipment back to 
the executive. 


s There is no longer margin for doubt 
that whatever the mind of man visualizes 
in the transmission, recording and re- 
capture of data, the genius of modern 
science can turn into functioning fact. 
And modern science has turned its col- 
lective mind to electronic communica- 
tions—among other reasons because 
science, itself, is being hampered by 
inadequate communication. 

We may therefore accept as foregone 
conclusions that: 
e 1. The speed and universality of com- 
munication in every aspect of marketing 
are to be accelerated and broadened to a 
degree that is truly breath-taking. 
e@ 2. The ability to store marketing infor- 
mation (and remember, one stage of com- 
munications is simply the storage of 
information) will go through a complete 
transformation. 
e 3. The ability to recapture stored mar- 
keting information instantaneously will 
be entirely revolutionized. 
e 4. The art of decision-making in mar- 
keting will be drastically altered and 
will, for the first time, tend to become 
truly scientific instead of pseudo-scien- 
tific. 


e 5. And the winner of tomorrow's mar- 
keting race will be the organization that 
is “fustest” with the “mostest” in stored 
information, in its analysis, in its recap- 
ture and its communication. 


Time—the Priceless Element 

All this is to come about as giant man- 
ufacturing, giant wholesaling, giant re- 
tailing find that the time period between 
the conception of marketing programs on 
the one hand, and the storing, digesting, 
and interpretation of information con- 
cerning the program, on the other hand, 
must be drastically shortened. 

National markets can be developed no 
more rapidly than the ability to commu- 
nicate with every nook and cranny of 
this vast nation. The coming decade of 
technological advance in communications 
promises to take us over the threshuld of 
this fundamental problem and into a new 
world of marketing opportunity. 


INSTANTANEOUS PRICE CORRECTIONS—A newspaper double truck for Pearson’s liquor store 
in Washington, D.C., featuring the “fabulous electronic brain” which enables the store 
to maintain competitive prices “instantaneously.” 


If these observations sound Buck Rog- 
erish, let’s take a quick look at the com- 
ments of typically conservative scientists 
and typically conservative scientific or- 
ganizations. And please bear in mind that 
each reported incident that follows origi- 
nates with scientists—traditionally con- 
servative scientists. 

Why not start with the Bell Telephone 
system? It’s a logical starting point inas- 
much as AT&T is, obviously, one of the 
great leaders in the science and practical 
art of communications. From some tech- 
nical papers prepared by Bell Labo- 
ratories scientists comes the following: 


“With the improvement of existing commer- 
cial communications systems and the develop- 
ment of new ones, a major advance in the field 
of personal communications is expected. In- 
stant tact between individuals any- 
where in the country, and perhaps in the 
world, at any time and in any place is a defi- 
nite possibility.” (Weigh that prediction care- 
fully—think what it could mean to your busi- 
ness, te your specific function in the world 
of marketing, when you are able to establish 
“instantaneous contact between individuals 
anywhere in the country...at any time.” 
And bear in mind that this “instantaneous 
contact” includes both sight and seund.) 


“The televisionfone (a telephone system that 
combines sight as well as sound) is at a stage 
where the plans and parts for such a device 
exist now. Bell Labs probably could put a sin- 
gle crude version of the device into service 
within weeks—if enough people were willing 
to pay toll charges.” (A public test has since 
been made!) 


“Bell researchers figure telephone users are 
going to get fed up with dialing one of these 
days. So they're working on several alterna- 
tives, including a gadget named ‘Audrey’ that 
some day may ‘dial’ your number after you've 
spoken the figures into its electronic ear. 

“Ultimately, at the time of birth, each indi- 
vidual will be assigned a telephone number 
which he will bear through life just like his 
name. The telephone, similar to a watch, will 
be attached to his wrist. The front part will 
be a transmitter-speaker, and the rear a three- 
dimensional picture of the individual to whom 
he will be talking. At any time when he 
wishes to talk with anyone in the world, he 
will pull out the device and punch on the keys 
the number he wants. Then, turning the device 
over, he will hear the voice of the individual 
he is calling and see the face on the screen— 
in color and in three dimensions. 


“Studies show a desire for some sort of tv 
telephone that could transmit sketches or pic- 
tures of such items as a new frock, furniture 
arrangements, or a map showing a guest the 
way to a host's house. Very recently, a possible 
precursor to such a phone, the ‘Data-Vision," 
was installed by Bell in the Philadelphia Na- 
tional Bank to enable branch tellers to com- 
pare visually the signature on a check pre- 
sented for payment, with the master signature 
file in the bank's main office more than a 
mile away." 


® So speak Bell Laboratories scientists. 
Apparently, scientists in communications 
are bolder in their thinking about elec- 
tronic communications than the most im- 
aginative layman. Since scientists know 
scientific limitations, whereas the lay- 


man doesn’t, this is enormously signifi- 
cant. 

In a more current and less startling 
manner, the vital importance of faster 
communications is underscored by two 
facts: First: there are now twice as many 
Bell telephones in this country as in 
1945. Between 1945 and 1955 the Bell 
System grew as much as in the whole 
previous 70 years of telephony! (This is 
an interesting demonstration of the vast 
change that can occur in communica- 
tions in a single decade.) Second: the 
more exciting thought, however, is that 
the telephone, itself, may change more 
in the next ten years than in the whole 
previous 70 years of telephony. 

If one pictures what vast changes have 
been brought about in the world of mar- 
keting by 70 years of telephonic advanc- 
es, it is not too difficult to contemplate 
the scope of the marketing changes that 
lie in ten years ahead as 70 years of tele- 
phonic technological progress are tele- 
scoped into a single decade! 


Other Startling Advances 

Let’s look elsewhere for still more of 
the awesome as well as fascinating de- 
velopments that the new science of com- 
munications is hatching, remembering 
that these incidents come from the note- 
books of scientists: 


e Does it seem possible that a jet 
plane, traveling faster than the speed of 
sound and flying as high as 10 miles, 
could ever be equipped with a television 
camera capable of transmitting pictures 
to the ground? No need to conjecture— 
this miracle of communication has been 
accomplished. 


e Could a human voice actually power 
a tiny radio transmitter—that is, a radio 
transmitter requiring no battery or other 
outside power source—with all its power 
coming from the operator’s speaking 
voice? Sound incredible? The Army Sig- 
nal Corps engineering laboratories has 
such a transmitter in the developmental 
stage. It may replace the walkie-talkie. 
(Industry has, as is pretty well known, 
found many uses for the walkie-talkie; 
it’s being commonly employed, for ex- 
ample, to take inventory.) The voice- 
powered radio transmitter has already 
broadcast a man’s voice some 600 feet. It 
is hoped to achieve a mile range. 


e RCA is working on a new electron- 
image tube that will be capable of trans- 
lating coded signals from tape, keyboard 
or radio into clearly defined letters or 
figures at speeds up to a fantastic 100,000 
words per minute for high-speed photo- 
graphic recording. Ultimately, this may 
become a new technique for electronic 
typesetting. 


Advertising Age, February 4, 1957 


e Ever hear of a reading machine that 
spells out loud? Several laboratories now 
have devices that look at printed matter 
and read it aloud, letter by letter. The 
device can also read aloud a few whole 
words. It’s now in the hugely compli- 
cated, hugely expensive stage. But a start 
has been made. 

e Some of the new electronic com- 
munication concepts revolve around the 
conclusion that a great deal of traveling 
by business men of all levels is done just 
to talk to someone. This seems rather 
pointless. (And it becomes more pointless 
as industry becomes more dispersed, thus 
compelling still more traveling to see the 
same number of people.) Once vision as 
well as voice can be combined in long- 
distance telephone transmission (with 
merchandise displayed in color), business 
travel may be cut radically. Bell Labora- 
tories are well advanced with sight- 
sound telephone devices; actual public 
demonstrations have been staged. 


e The broad width of the tv channels 
limits the number of channels. Is it pos- 
sible that a new concept may narrow 
down the present width of the current 
television channels, and thus multiply 
the present limited number of tv stations, 
radically changing existing network sys- 
tems, etc.? Yes, it is—and the theoretical 
concept is as fascinating as it is revolu- 
tionary. 


Saving on Movement 

That theoretical concept starts with 
the knowledge that, if one looks at a 
television picture, one notes that the ac- 
tivity in the picture as a whole really 
takes place in a very small fraction of the 
total picture. In other words, the “infor- 
mation content” of the picture received 
is much smaller than the information 
content that is being broadcast because 
perhaps 85% of the picture is completely 
stationary. To improve this situation it is 
necessary only to store, both at the trans- 
mitter and the receiver, the stationary 
part of the picture. Then only the moving 
part of the picture is transmitted—thus 
requiring a much narrower band width. 

In theory, this operation can be done. 
But to date, no practical means of ac- 
complishment have been developed. But, 
says a famous scientist, “there is no doubt 
in my mind that just this accomplish- 
ment will be made.” 


e Talking about television—radical 
innovations in tv studio program pro- 
duction are not far away. NBC, for ex- 
ample, is actually planning a studio so 
flexible and sensitive to production needs 
that it almost thinks for itself. This stu- 
dio will actually adapt itself spatially, 
mechanically and electronically to script 
requirements. It will follow directions it 
issues to itself from a piece of tape! 
The controlling tape will: 


A—cause the studio to expand or con- 
tract as required. 

B—cause the floor to assume the shape, 
height and depth demanded by the scene. 

C—swing the camera to shooting posi- 
tion, select the lenses, focus, cause the 
lights to rise, tilt, lower, pan, dim as 
needed. 

Absent from the studio floor will be 
camera dollies, mike booms, cameramen, 
boom operators, electricians, dolly push- 
ers. The performers and the directors 
will have the television stage to them- 
selves—and a little tape shall lead them! 


e Ever hear of the electronic pencil? 
It is an intriguing device which offers 
fascinating possibilities. As currently de- 
veloped it takes two forms. One is a 
reading tube which spells out words, let- 
ter by letter; the other is a pencil which 
is run over the text and gives off a sound 
corresponding to each letter read. Both 
are experimental and both are currently 
limited to copy especially prepared. Said 
a prominent scientist: “It is only a step 
from this device to the electronic cata- 
loger [he was talking to librarians] 


which will read text for itself, recognize 
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EDISON, BURROUGHS, FORD, FIRESTONE: Giants of Progress 


The greatness of America lies in the greatness of the men who 
have contributed to its rapid development. Through an inquis- 
itiveness of mind, and a searching desire to better the lot of 
mankind, they have brought a new and better way of life to 
peoples everywhere .... have opened up new vistas for develop- 
ment in both the arts and sciences. 


Edison, the self-taught electrical genius....Burroughs, the 
great naturalist.... Ford, the production genius of the century 
....Firestone, builder of a gigantic rubber empire—men of 
this stamp were the forerunners of the great atomic scientists, 
the nuclear physicists, the rocket designers of today. They 
helped build tomorrow from today’s resources, and gave to 
America the greatness it possesses today. 


Great men? Yes, but even more than that—they were dedi- 
cated men....with an identity of purpose that carried them 
far afield into unexplored areas....men who firmly believed 


that the impossible of today would soon become the reality 
of tomorrow. 


AMERICA’S LARGEST IDENTIFIABLE AUDIENCE OF PURPOSE 


A strong devotion to progress has been a byword of The 
American Legion ever since its founding 37 years ago. In both 
word and deed, The Legion has continually strived for the better 


education that means a better world. 


In 1921, The Legion originated National Education Week, recog- 
nizing the importance of improving education long before other 
organizations. Since 1925, The Legion has spent more than 132 
million dollars on child welfare, building a better, more useful 
citizenry from the ground up. In the direct world of education, 
The Legion has sponsored more scholarships for American youth 
than any other organization in the country. 


This field is a labor of love for nearly 3,000,000 Legionnaires, 
for they carry into it an identity of purpose that knows no bar- 
riers. And their common bond of information is The American 
Legion Magazine, wherein they become a custom-made market 
for the advertiser of products or services who is looking for new 
fields to conquer. 


he. Sbmeican 


LEGION 


720 FIFTH AVENUE, NEW YORK 19,N.Y. 
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key symbols and phrases with which it 
has been provided, and construct appro- 
priate catalog entries for the text it 
reads.” 

e Take a look at the home of the fu- 
ture; it will clearly have a communica- 
tion center. The forerunner of such a 
home center is already in evidence in 
some of our most modern homes. This 
will involve a panel control board similar 
to those now used to control the gigantic 
automation machines in auto and other 
factories. It has already been given a 
name—the Communicenter. The presi- 
dent of the American Institute of Elec- 
trical Engineers has declared that the 
techniques for such a Communicenter 
are not known. Said he: 

“Imagine that tomorrow’s plan for the 
day is about to be set up by the usual 
Adam and Eve team. Susie is to wake at 
7 with sentimental chamber music. Jun- 
ior must be blasted out with a stirring 
martial air. Aunt Maggie’s window must 
be down at 4:15 a.m. and her coffee must 
approach boiling at exactly 6:45. At 
breakfast, Susie’s facsimile news must be 
set for fashions, Junior’s for the baseball 
scores, mother’s for the social items. 
Mother’s car must be warmed up at 9, 
the garage doors opened and the snow 
off the driveway. And so on—until Pop’s 
electric blanket goes on at midnight, 
while the cat-ejectro has just done its 
duty. That complete program will be put 
on a recording tape, buttons pushed, and 
the day’s program is taken care of.” (One 
of advertising’s jobs will be to get the 
“right” buttons pushed!) 


End of the Stenographer? 

e@ Machines are on the way that will 
type spoken words directly on paper. 
And, as an astounding consequence, it 
may even be that certain currently con- 
templated uses of tape will become un- 
necessary because machines and systems 
will respond to the spoken direction. The 
vocally-operated telephone dial system 
will lead this part of the communications 
revolution. (Right now, from coded data 
properly processed it is of course possible 
to reproduce results in printed and 
spoken form. Indeed, with the RCA mu- 
sic synthesizer, which promises ultimately 
to perform important functions in future 
systems of communication, it is possible 
to produce and actually create musical 
sounds from coded data.) 

e We referred earlier to the fact that 
some 85% of the tv picture is stationary. 
Would you imagine that there would be 
a conceptual relationship between that 
concept and the transmission of the 
spoken word? There is. Let’s return, as 
we will periodically, to the Bell System: 

e A telephone wire can carry 28,000 
“bits” a second. (A “bit” is the smallest 
particle of message. It can be scientifi- 
cally measured.) But Bell Labs’ studies 
show the average phone conversation 
conveys information no faster than 40 
“bits” a second. This means the present 
Bell System could carry hundreds of 
times more messages if only a way could 
be found to reduce the message while in 
transmission to “solid” information. 

Bell Labs is experimenting with sev- 
eral new methods and machines to 
accomplish this message-compression 
chore. One device called a “Vocoder” 
translates telephone conversations into a 
series of hisses and buzzes. These are 
“translated” seconds later at the other 
end of the line with the information in- 
tact. 

Bell’s Vocoder can send ten telephone 
conversations over a wire that normally 
could carry only one. But in so doing it 
reduces the caller’s voice to a metallic 
monotone that has been compared to the 
death rattle of a mechanical man. How- 
ever, the early telephone also did things 
to the human voice. 


e A machine has been developed that 
reads ordinary pencil or pen writing. It, 
toc, has a name—FOSDIC (film optical 
sensing device for input to computers). 


It is designed to reduce the work that is 
now required to convert written records 
into a medium acceptable as input by 
data-processing machines. The present 
procedure requires the use of typewriters 
or special marking instruments such as 
punches as the first step when working 
from written records. FOSDIC processes 
marks made by an ordinary pencil or 
pen into a form directly usable by the 
computer. This is one of the tremendous 
jumps that will revolutionize data-proc- 
essing—and thus revolutionize all mar- 
keting functions. (This machine may 
even read the illegible hand-written re- 
ports of salesmen, field research workers, 
etc.) 

e It has been predicted that, within ten 
years, tape recording of movies will be 
fed into tv sets just like phonograph rec- 
ords can now be fed into the phono jack 
of a tv set. 


e It may sound truly foolhardly to sug- 
gest that a machine might write a poem 
or compose a song. Yet, a teacher of 
mathematics at Columbia University, 
who is also a musician, evolved a math- 
ematical system for composing music. 
(It’s said that George Gershwin used this 
system while composing “Porgy & 
Bess.”’) 

More recently, a mathematician applied 

the same basic theoretical concept to the 
creation of simple nursery melodies. The 
melodies he produced are sometimes a 
little startling, but on the whole quite 
tuneful. They are all “easy to catch on 
to.” 
e There is something new on the hori- 
zon for transmission by microwave. The 
story behind this involves a discovery 
that microwaves can be _ transmitted 
“over-the-horizon” for more than a hun- 
dred miles without intermediate ampli- 
fication. This is decidedly a contrast to 
the established principle of “line-of- 
sight” transmission used in existing ra- 
dio relay networks. Such an “over-the- 
horizon” microwave radio system would 
permit experiments with television trans- 
mission, looking toward international 
television broadcast service over this 
route in the future. (What will interna- 
tional tv mean to marketing?) 


Space, Language Barriers Fall 

Further development in this break- 
through of the horizon limitation on tele- 
vision broadcasting were reported at a 
meeting of the Institute of Radio Engi- 
neers. This was a technical symposium 
on what is now called the “scatter” 
technique. All the speakers agreed that 
the scatter technique of sending and re- 
ceiving uhf and vhf signals far beyond 
the horizon was feasible and needed only 
more research. 

Some were hopeful that such signals 
could eventually be received satisfactor- 
ily at distances of many hundred, and 
perhaps thousands, of miles. The possi- 
bility of international television circuits 
was discussed as being a subject for fu- 
ture research work. Three experts read 
papers at this meeting showing that it is 
now possible to sensibly plan uhf and 
vhf tv transmission circuits up to at 
least 250 miles. (What impact will this 
have on television advertising?) Con- 
cluded the scientists: The new scatter 
technique has established “new horizons 
in the communications field.” (We add— 
it has established “new horizons for the 
world of marketing,” too.) 


e Our captive satellite program is al- 
most certain to aid transoceanic com- 
munications on earth. One scientist ex- 
plains that he envisages two systems for 
utilizing these captive satellites for com- 
munications. In his words: “The first 
system consists of enough spheres (satel- 
lites) in relatively near orbits so that 
one of them is always in sight of the 
transmitting and receiving locations. The 
sphere scatters the transmitted signal, 
so one has merely to point the transmit- 
ter and receiver antenna at it to com- 
plete the path. The second system would 
involve a single satellite 22,000 miles 


above the earth, which would be visible 
to all inhabited areas of the earth.” 

e One of the greatest economic and so- 
cial costs to mankind has been the lan- 
guage barrier—in business, in science, in 
social contacts. Probably less than 60% 
of the world’s business literature is pub- 
lished in English, and this percentage is 
now dropping rapidly. To what extent 
is our own marketing progress retarded 
by our lack of knowledge of what other 
people have discovered or invented? A 
mass production technique for transla- 
tion is vitally needed if lines of commu- 
nication between marketers everywhere 
are to be opened. 

Well, one is on the way! It was just 
ten years ago that a scientist of the 
Rockefeller Foundation read a single sen- 
tence in an English physicist’s report 
suggesting that computing devices might 
be adaptable to the requirements of lan- 
guage translation. 

By 1952—to demonstrate graphically 
how quickly progress from a bare theo- 
retical concept to practical details may 
be made—a journal titled “Mechanical 
Translation” was being published and a 
book had been published entitled “Ma- 
chine Translation of Languages”; the lat- 
ter included no less than 56 contributions 
by specialists working on this problem! 


e A top scientist at MIT, talking re- 
cently on a “machine that types as you 
dictate,” made this statement: 

“It is my conception that the complete 

library should have means of translating 
speech into writing, and the reverse, 
writing into speech, and that such a li- 
brary will be much more serviceable to 
all of us. It is now possible by means of 
the electronic pencil to translate written 
documents into intelligible sounds (not 
speech). It is also possible by means of 
the Bell System device called ‘Vocoder’ 
to translate keyed impulses into recog- 
nizable speech. However, no one has yet 
developed a device for translating speech 
into writing, a voice typewriter. Work is 
being done on this problem (but not at 
MIT) and there is no doubt in my mind 
that a satisfactory solution can be ob- 
tained.” 
e Take a look at the libraries that have 
been set up by private industry, includ- 
ing the growing libraries on marketing. 
The library is a communications center. 
But its usefulness is limited by the limi- 
tations of man’s eyes and hands. And in 
this electronic age those are stone-age 
limitations. 


Vastly Different Libraries 

The new technologies, including the 
arts of marketing, have created vast new 
masses of literature for our libraries to 
store, index, and make promptly avail- 
able—but the techniques for the storage, 
indexing and finding of that literature 
have remained almost stationery. 

Is an “automated” library feasible? 
Says a prominent scientist: “The slack- 
ening in the rate of growth of the largest 
libraries . . . measures the inadequacy of 
conventional library methods in the face 
of the flood of technical and other liter- 
ature. The time has come for a reassess- 
ment of library procedures .. .” 

Did you know that the Library of Con- 
gress requires over 400 miles of book- 
shelves to store its almost 9,000,000 vol- 
umes? That the building cost of a new 
library will amount to nearly 40¢ per 
book stored—and this doesn’t include 
maintenance and other costs? That mil- 
lions of volumes are stored in duplica- 
tion in various libraries simply because 
libraries are not connected by a com- 
munications network—and, even if they 
were, there is not currently available a 
system for instantaneously making avail- 
able in Washington State a book or pam- 
phlet stored in Washington, D. C.? 

Modern technology is at work at the 
“automated library”—it’s on the way! 
e An industrial television system that 
operates without expensive video hook- 
ups, microwave or coaxial cables was 
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unveiled recently when photographs, 
printed material and signatures were 
transmitted over ten miles of ordinary 
telephone lines. 

The demonstration was sponsored by 
Bell Telephone Co. of Pennsylvania, 
which will offer the service to businesses 
in urban areas, and the Dage television 
division of Thompson Products Inc., 
which developed the process. 

Called Data-Vision, it is being used 
experimentally by the Philadelphia Na- 
tional Bank from one office on Chestnut 
St. to another office on that street. 

Officials said that the system “makes 

possible at low cost almost instantaneous 
signature verification” for branch bank- 
ing. It has “many other potential appli- 
cations” in business, they said. 
e A complex machine, called “Minicard 
System,” uses nine different pieces of 
photographic, electronic, mechanical and 
optical equipment to find, record, code, 
store, arrange and correlate information 
of any type. Eastman Kodak Co. designed 
the system. Magnavox Co. has jointly de- 
veloped much of the system’s electronic 
equipment. Minicard’s developers say the 
system combines the most desirable char- 
acteristics of microfilm, punched cards 
and an electronic “memory.” 

Eastman and Magnavox foresee many 
business applications for Minicard’s ca- 
pacity to store masses of information in 
a fraction of the space needed before, 
plus its ability to find any desired docu- 
ment at superhigh speed. Potential uses 
include the keeping of personnel records, 
medical records, materials specifications, 
parts lists, inventory records, blueprints, 
accounts payable and receivable, produc- 
tion schedules and credit information. 


Penetrating the Darkness 

Ever since ancient man peered fearful- 
ly into the inky darkness of the night, 
homo sapiens has sought ways to see in 
the dark. 

And now, with a real break-through 
achieved in the magnification of light, 
man is about to be presented with an 
“electronic cat’s eye.” 

Already, the Air Force announces that 
it is perfecting a light-magnification de- 
vice that “can see in the dark with day- 
light clarity.” It’s called an “optical am- 
plifier” and it has permitted airborne ob- 
servers to see the ground clearly on a 
moonless night. 

This is a joint Westinghouse and RCA 
development. Bendix has also announced 
fascinating progress with the magnifica- 
tion of light. And it is certain that this 
trickle of announcements will soon be 
followed by a veritable flood of progress 
in man’s persistent efforts to overcome 
his own visual deficiencies once the sun 
sets. 


® The waning window display may even- 
tually get a much-needed shot in the arm 
from the magnification of light—perhaps 
displays will be “routed and installed” in 
windows via new forms of closed-circuit 
tv. 

It is not at all impossible that the night 
skies will become a backdrop for new 
forms of spectacular advertising and food 
super signs. In general, wherever light is 
used and for almost every purpose, the 
magnification of light will ultimately 
bring about vast changes. It could be the 
basic technique for enabling cameras to 
pick up merchandise in any store and 
broadcast the images to millions of home 
receivers, thus opening an era of elec- 
tronic in-the-home shopping. 

It will take the present-day techniques 
of closed-circuit tv—in particular its 
uses in factories, warehouses and retail 
stores—and multiply them enormously. 
Indeed, this may be the answer to the 
basic problem of electronic in-store pro- 
motion—a development that has just be- 
gun to make some progress as evidenced 
by the recent promotion for Owens-Corn- 
ing Fiberglas in which from a dozen to 
50 color tv receivers have been installed 
in a number of department stores for 
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“GOOD and PLENTY Sales keep climbing | 
for a plenty-good reason, Spot-TYV,” 


says Lester Rosskam Jr., 

Vice President of Quaker City 
Chocolate & Confectionery Co., 
regarding WFIL-TV, Philadelphia 


Why call Spot-TV the ‘plenty-good reason,’ 
Mr. Rosskam? 


Because we've been using TV advertising for 
seven years now—and every year our sales have 
shown a substantial increase. 


So you're convinced that TV is responsible for 
the gains? 


Naturally. Once we started using WFIL-TV, 
it didn’t take long to see the effect in sales. In 
consequence, year after year we've been putting 
more of our consumer budget into television. 


What type of commercials do you use? 


On WFIL-TV we're buying local personalities 
—Sally Starr, Chief Halftown, Dick Clark. We 
give them considerable latitude, and they really 
do a selling job. Then, too, we like the extra 
merchandising that we get by the use of out- 
standing live personalities. 


How many major markets do you cover? 


Right now we're using Spot-TV in nine markets 
besides Philadelphia, though not all have the 
same type of program as WFIL-TV. Flexibility 
is one of the big advantages of spot, since we 
find that what gets top results in one market 
may not be the best answer in another. 


You find Spot-TV is easy to merchandise? 


Yes, we've had dramatic proof that the trade 
recognizes the selling power of television. When 
we introduced our new half-pound package, we 
got fine trade-support and wide advance distri- 
bution just by announcing our plans to feature 
the package on TV. It’s really an understate- 
ment to say that Spot-TV is the ‘plenty-good’ 
reason why GOOD AND PLENTY sales keep 
climbing. Actually television is the whole reason 
= alana —and that’s why we’re now concentrating vir- 
LESTER ROSSKAM Jr., Vice President of ; Sie . tually our entire budget on Spot-TV. 

Quaker City Chocolate & Confectionery Co. Se Oe 

Consistent sales-gains traceable to TV adver- 

tising have resulted in concentration of the 

entire Quaker City budget on Spot-TV. 


Television's 
oa, Al pad -T First Exclusive 
For sales building availabilities on these major-market stations ...Call National 
Representative 
WTVR—Richmond WBNS-TV—Columbus WBKB—Chicago WFIL-TV—Philadelphia WPRO-TV—Providence | WEWS—Cleveland KFRE-TV—Fresno WABC-TV—New York 
WDSU-TV—New Orleans | KING-TV—Seattle-Tacoma | WXYZ-TV—Detrolt KVOO-TV—Tulse WIIC—Pittsburgh WCPO-TV—Cincinnati_ | KGO-TV—San Francisco | WFBG-TV—Altoona 
WOW-TV—Omaho KTTV—Los Angeles WABT—Birmingham | WFLA-TV—Tampo-St. Petersburg | WNBF-TV—Binghamton | WMCT—Memphis KFJZ-TV—Dallas-Ft. W KGW-TV—Portland 
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store-wide in-store spectaculars. 

And it may wind up as the final shove 
toward the ultimate emergence of a na- 
tion of night owls. We have been heading 
in that direction anyhow—this is one rea- 
son for the success of night hours in 
most retail stores and for the success of 
late tv and radio shows. If we all become 
night owls, what will that do to our cur- 
rent world of advertising, promotion, 
marketing, selling, etc.? 


e It is difficult to believe that ten years 
ago closed-circuit tv was more of a labor- 
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atory curiosity than an everyday tech- 
nique of communication in business. And 
ten years ago, closed-circuit tv devices 
were huge, heavy, expensive. Today, they 
are portable and low in cost. All this in 
a brief decade. Ten years from today, 
closed-circuit tv (using color) will have 
innumerable uses in marketing—and in 
the home. 


This is the first of three articles by Mr. 
Weiss. The next will discuss “How Elec- 
tronic Communications Will Revolution- 
ize Retailing.” 


The Seven Factors of Interestingness 


By James D. Woolf 

Arthur Edward Phillips, a brilliant law- 
yer, once wrote a book, “Effective Speak- 
ing,” which came to my attention a num- 
ber of years ago. Phillips, speaking 
broadly and not absolutely, said that there 
are seven factors of in- 
terestingness. “Those 
things are interesting,” 
he wrote, “which are 
Vital, Unusual, Uncer- 
tain, Similar, Antago- 
nistic, Animate, Con- 
crete.” 

In a book I was au- 
thoring at the time, 
“Writing Advertising,” 
I included a chapter, 
Elements of Interest, which was inspired 
by Phillips’ ideas. Here is what I wrote: 

1. The VITAL, says Phillips, is that 
which concerns the listener’s self-preser- 
vation, power, property, affections, repu- 
tation. The following examples, taken 
from current advertisements, illustrate 
the principle. 

Headline used by the Seaboard National 
Bank: 

“To Men Who Dream Dreams for 
Their Children” 

Headline from a Pepsodent advertise- 

ment: 
“Watch Out for Film 
That’s where pyorrhea and tooth 
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troubles frequently start, now say 
authorities” 
Headline used by Stromberg windshield 
wiper: 


“And Then—a Lifetime of Regret” 

Wildroot hair tonic uses this headline: 
“When Hair is Beautiful—Beware— 
say Nature’s 3 warning signals” 


s 2. The UNUSUAL is defined by Phil- 
lips as the new, the strange, the rare, the 
unfamiliar, the unique. “ ‘What’s new?’ is 
our daily query,” he says, “and he who 
can answer it will most get our ear.” 
There is nothing unusual, for example, 
in the fact that soap is made from animal 
fats; but the information contained in the 
following Palmolive headline is no doubt 
new to many persons: 
“Soap From Trees! 

The only oils in Palmolive soap are 

the priceless beauty oils from these 

three trees—and no other fats what- 

soever” 


® The following headline, taken from an 

advertisement of Ideal boilers and Amer- 

ican radiators, propounds a question to 

the reader that is somewhat unique: 
“Suppose Your Coal for the Next 
Twenty Years Were Delivered This 
Afternoon?” 

A Farm & Fireside advertisement, dis- 
cussing the baby situation in rural dis- 
tricts, uses this headline: 

“Into This Hall a Huge Spout Dis- 

charges a Baby Every Eight Seconds” 
A Princess Pat advertisement, which 


discusses the action of the pores, arouses 
interest with this headline: 
“Suppose Your Eyelids Failed to 
Close when a cloud of dust blows 
toward you” 


# 3. By the UNCERTAIN, says Phillips, 
is meant the undetermined. This factor 
holds the attention through curiosity. 
What is the solution? What will the end 
be? 

In a degree at least the following Wood- 
bury headline illustrates this principle: 

“After Thirty—can a woman still 
gain the charm of ‘A Skin You Love 
to Touch?’ ” 

The following headline is taken from a 
Phoenix Mutual insurance advertisement. 

“Everything Depended on What She 
Found 
Suddenly and without warning it had 
come” 

4. The SIMILAR, according to Phillips, 
means “like our likes, similar to our 
tastes and sentiments ... We are inter- 
ested and take pleasure in things similar 
to our likes.” The artist, he explains, 
eagerly listens to talks on pictures; the 
writer, to talks on literature; the scientist, 
to chats on science; the merchants, to 
talks on business. 


s For the advertising man this involves 
the problem of relating his product to the 
reader’s likes. Thus for the reader who 
likes the outdoors there is an appeal in 
“All Outdoors Invites Your Kodak.” 

Thus, too, the woman who likes danc- 
ing, bridge, and golf will find an appeal 
to her interests in the advertisement of 
The American Laundry Machinery Co. 
headed: 

“Through the Looking Glass”—to the 
new “wonderland” 

The advertisement illustrates these 
likes of the reader with pictures and 
shows her, in the copy, how to escape 
from her sphere of tubs and wringers to 
the happy activities of the new “Wonder- 
land.” 


# 5. The ANTAGONISTIC implies con- 
flict, says Phillips. The listener is inter- 
ested in people or things in contention. 
Debates and disputes arouse interest and 
give enjoyment. 

The following Odo-ro-no headlines 

seem to illustrate the principle: 

“This Girl’s Story Aroused 

a Storm of Comment 
From coast to coast both men and 
women are debating the statements 
of this cloakroom girl in a big hotel” 

*. 


“Your Articles Are Unfair to Your 
Sex! Criticism and commendation, 
abuse and applause, poured in on 
Ruth Miller after the publication of 
these stories. What do you think?” 


® The following headline appeared in a 
tire advertisement recently: 
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Pork High in Nutrition! Poms 
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New Recipe Needed 


AMERICAN VE AT iNeTirt ye 


In order to start the new year right, we’ve been looking desperately for 
ads about which we could say, “This is great! This portends a marked im- 
provement in advertising for 1957! This blazes a bold new trail!” 

But, unfortunately, we come upon ads like this one for the American Meat 
Institute—whose illustration, headline and general message and layout show 
as little imagination as the average calendar for the new year. This is some- 
thing we have seen before. This is a message that proclaims nothing we can 
regard as new. “Why the Pork we like to eat does us so much good.” Really. 
Who cares? The American Meat Institute showed livelier imagination in times 
past. The copy closes with the statement, “We really owe Nature a vote of 
. . for making something that tastes so good do us so much good.” 
This is new? This is even educational? 

We objected to the overuse of the word “new” in the ads for the 1957 cars 
because, actually, there was not too much that was actually new. The men 
who designed the new cars, however, did try to change a line here and there, 
and drop the height of the 57 cars as much as four inches. But the archi- 
tects of the American Meat Institute campaign have succeeded only in serving 
up yesterday’s meat dish on yesterday’s plate. And this, we maintain, is a 
waste of four-color space and our time. 
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“Do Experts Agree on Balloon Tires? 
Are they practical and have they 
come to stay? Everywhere motorists 
and manufacturers are debating the 
question” 


s Frequently we run across the pugna- 
cious type of headline: 
“Here Are the Facts! I Challenge Any 
Man to Disprove Them!” 

6. The ANIMATE is defined by Phil- 
lips as meaning activity, movement, life. 
The listener is interested in that which is 
alive or has motion in preference to that 
which is lifeless or motionless. 

An example of this factor of interest- 
ingness is seen in an advertisement of 
Superior Underwear which is illustrated 
with a picture of football players in ac- 
tion, and headed as follows: 

“Kick Off That Old-Style Underwear 
—you active men of vim and vigor!” 

An advertisement of the Underwood 
typewriter gets a touch of life into the 
copy in this manner: 

“Give Wings to Words! 
Match the flight of the hours with 
winged words. Wherever you are, let 
the Underwood Portable free your 
thought and quicken your expression 


—adding to the sum of your daily 
achievement.” 

7. The CONCRETE means the tangible 
as opposed to the intangible and the ab- 
stract, says Phillips. To the average lis- 
tener the philosopher is more interesting 
than his philosophy; Christ’s life is more 
interesting than Christian life in the ab- 
stract; Solomon’s Temple is more fascinat- 
ing than the theory of architecture. 

Thus the Blue Label headline: 

“A New Tomato Soup—for 2¢ a 
Plate” 
is more interesting than an abstract state- 
ment like this: 
“A New Soup Both Delicious and 
Economical” 

The following is general and lacking in 
specific appeal: 

“Do Unattractive Hands 
Ashamed?” 

This is concrete and graphic: 
“Hangnails and coarse, ragged cuticle 
make you ashamed of your hands” 

The headlines quoted here appeared in 
advertisements that ran 25 or more years 
ago. Since that time I don’t believe the 
art of writing headlines has advanced one 
iota; in fact, I tend to believe it has retro- 
gressed. » 


Make You 
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LIFE stands watch on the newsfronts of the world. In LIFE you 
see what needs to be seen, read what needs to be said. You 
share in the great events that mark our time. 


In LIFE you saw the exclusive record of President Nasser’s 
first interview with Western newsmen after the Suez crisis. You 
saw the eventful moment clearly, understood it better. 

This is why people respond to LIFE. They respond to the pene- 
trating, personalized reporting . . . to eloquent words and power- 
ful pictures that let readers share in the important news events 


~~ » , i E . * 


of today and tomorrow. Readers are regularly rewarded, and so 
respond with enthusiasm . . . to memorable pictures, meaningful 
words and informative advertising pages. 


1. LIFE’s single-issue audience is 26,450,000 . . . the largest ever gained by 
any weekly or biweekly magazine. 


2. LIFE’s powerful advertising pages reach 3 out of 5 households in the 
average community in a 13-week period. 


Sources: Audience: A Study of Four Media; 
Household Audience: A Study of the Household Accumulative Audience of LIFE. 


PEOPLE RESPOND TO 


PHOTOGRAPHED FOR LIFE (DECEMGER 10, 1956), BY HOWARD SOCHUREK 


WATCHFUL 
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Looking at Radio and Television ... 


A ‘Short Rate’ for TV Film Fiascos? 


By The Eye and Ear Man 

A short rate or “negative cost” basis of 
payment has been evolved this season as a 
means of getting an advertiser out of a 
film series that flopped. The short rate 
means the sponsor is penalized for carry- 
ing less than the conventional 39 originals 
and 13 repeats, while the producer is 
guaranteed a sufficient payment to cover 
his negative costs. The latter may or may 
not have been figured with a profit for the 
producer. 

The cost for the privilege of canceling a 
film show in 26 weeks may run from 
$1,000 to $10,000 a film over the 52-week 
rate. The final sum will depend on the 
complications of the individual deal and 
the direction of the negotiations. 

In most cases, advertisers going into a 
series with high hopes and a sincere belief 
that they have a hit, bookkeep the pro- 
grams on a 39 first-run, 13 re-run aver- 
age cost basis. For example, if originals 
cost $35,000 for 39, and repeats $15,000 for 
13, the average cost on a 52-week basis is 
$30,000. After the happy honeymoon is 
over and the show is not up to expecta- 
tions and cancelation privileges are exer- 
cised at the end of 26 shows, the client is 
in the unhappy position of having to fork 
over an additional $5,000 to make up the 
difference between the 52-week average 
price and what the show would cost on a 
26-week basis. This means that a lump 
sum of about $260,000 may be due the 
producer for a failure. 


® This is a bitter pill to swallow, but not 
nearly as bitter as when the agency adds 
commission to the cost of liquidations. 
How the injured client has been stomped 
on when this happens! And yet the costs 
are comparable to an unearned discount 
in time rates or in space rates. A 26-week 
show simply costs more than a 52-week 
show. In some cases the agencies are not 
going to be able to collect commission on 
failures, even though it is due them. 

The dilemma of price adjustments on 
film shows arises because they present a 
special set of problems. An orderly pro- 
cedure in films calls for at least ten shows 
in the can before air time. In addition, 
studio space has been committed for, and 
personnel selected on a 39-week basis—in 
most cases. Basic sets, props and costumes 
in many instances are amortized over a 
similar period. Actors also are hired on a 
full-season basis. As a result, when a film 
show comes a dismal flop, there is all hell 
to pay to get out of it. 

When Jack Webb folded “Noah’s Ark” 
after 23 shows, and NBC tiptoed quietly 
away from “Hiram Holiday” (perhaps the 
greatest disappointment of the season, 
since many critics judged it a potential hit 
and the freshest comedy show in a long 
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time) after the same number, all sorts of 
adjustments had to be made. 


s If there are 26 film shows or 39, it is 
theoretically possible to offer them in syn- 
dication at bargain prices and recoup 
some of the losses that accrue from short- 
term cancelations. However, units of less 
than 26 are virtually unusable. It is also 
impossible to sell them too cheap, since 
residual payments on each repeat run 
around $5,000 to $6,000. 

The way out is relatively simple if an 
advertiser wants to make a fast exit from 
a live show such as “Can Do” or “Stan- 
ley.” At any point he can stop the program 
and, if necessary, pay off the star, produc- 
er or any other principals who hold long- 
term contracts. At the most, this should 
not exceed $100,000. 

There is no real reason why any live 
shows should be committed beyond a 13- 
week period. Scripts are rarely more than 
a few weeks ahead; costs are on a pay-as- 
you-go basis, and relatively few people 
on the show demand longer contracts. 
Hence a “Winchell” or a “Herb Shriner” 
can be simply pink-slipped and the client 
is off, he hopes, to a better show. [Shriner 
has a contract with CBS, which presum- 
ably is taking the loss on him this year.] 


= Next year there will be several courses 
open to an advertiser. If he wants serious- 
ly, a show or star that is “hot” enough to 
hold out for a year’s commitment, he will 
sign a long-term contract. But if so, he 
must be prepared to accept his fate 
stoically, if the show turns sour. And no- 
body can say how well it will produce in 
the face of constantly tougher competition. 

And if the show is live, he should try to 
buy it in a 13-week contract—particularly 
if it is packaged by the network. However, 
he can expect most film shows to demand 
a minimum commitment of 26 weeks. 

The hazards of show business and shift- 
ing competition are such that an advertis- 
er must now find a way out if the show he 
buys is getting 5,000,000 homes and his 
competition is getting 10,000,000. Any ad- 
vertiser has a right to feel he is entitled to 
a third split of the audience. In general, 
1957-58 advertisers will insist on, and get, 
shorter commitments. 


Big Business Needs Friends 


In spite of the unquestioned economic 
importance of big business in war and 
peace, the present is a time when large 
corporations are being subjected to severe 
attack from many quarters. The anti-trust 
laws may be strengthened to discourage 
mergers, and it has even been proposed 
that large corporations pay a graduated 
income tax on their earnings to equalize 
their position with smaller enterprises. 

All of this suggests that big business 
needs more friends. Public relations pro- 
grams are intended to win them, and pub- 
lic relations advertising can play an im- 
portant role in achieving this objective. 


That is why the current advertising of 
General Motors is aimed at showing that 
GM is not a ruthless ogre, devouring its 
competition and exploiting its customers 
and suppliers, at the expense of small 
business. 

Actually, GM says in its advertising, 
about 64% of the 26,000 suppliers of goods 
and services to General Motors divisions 
are very small businesses, employing less 
tnan 100 persons. Yet on the average, it 
points out, each of these small “small 
businesses” supplies at least two GM di- 
visions. 

To prove that General Motors enter- 
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Just Looking... 


My first copy chief was a man with 
a predilection for bourbon whisky and 
the classics. 

Often, in the evening after work, 
he would extract his “crock,” as he 
called it, from his desk drawer, and 
read Shakespeare aloud. 

He had a deep, resonant voice, and 
it was a strange and wonderful thing 
to hear it echoing down the deserted 
corridors in the beautiful cadences of 
the Bard. 


= I don’t suppose he ever heard of 
copy-testing; and I doubt that he would 
have paid it much heed if he had. 

But he had a natural love for words 
and—as often follows—for ideas. And 
he was a cruel and inhuman martinet 
in the realms of both. 

My first copy assignment under him 
was to write a label for a can of paint 


By Walter J. O’Meara 


you dab on trees after pruning. By 
actual count, I rewrote it 26 times and 
devoted a full two weeks of my price- 
less talents to its composition. 

It may have been time wasted, but 
at $35 a week it didn’t cost the agency 
much, and it certainly left me with 
a wholesome respect for the importance 
of saying what you have to say in 
the best possible form. 

It seems to me that they don’t hardly 
make copy chiefs like that any more. 
Advertising has gone on to better—and 
much more scientific—ways of doing 
things. 

But sometimes, amid the hubble- 
bubble of depth-interviewing, copy- 
testing, audience-reacting and moti- 
vational-researching, I must confess 
that I miss those magnificent measures 
from Macbeth resounding through the 
empty offices after hours. 


prises are good people to work for and 
good people to deal with, its advertising is 
showing how well it serves smaller busi- 
nesses as customers for their products. In 
a recent spread in The Saturday Evening 
Post, the story was told about “how a 
modern inventor aided Eli Whitney’s 
horne town with the help of General 
Motors.” Then, with pictures and text, the 
rise of Bay State Abrasive Products Co. 
was outlined from the time it was started 
by Orello Buckner and Leonard Krull in 
Westboro, Mass., with half a dozen em- 
ployes. Their grinding wheels and honing 
stones found a customer in the New De- 
parture division of GM. Other divisions 
were added to the list, and now Bay State 
employs over 1,000 people. 

“What happened in Westboro,” the ad 
says, “has happened in hundreds of towns 
and cities all over the United States. Local 
manufacturers have found that—if they 
meet delivery dates with quality products 
that GM needs, at competitive prices—GM 
is interested in doing business with them. 
New money has flowed into their local 
communities—and every state in the 
Union shares in General Motors’ success. 

“How much they share is shown by the 
fact that outside sources of materials and 
services for General Motors receive, in 
total, close to 50¢ of every dollar that 
General Motors takes in.” 


s A similar story was told in a spread in 
Life, entitled, “How two country doctors 
gave their village a shot in the arm with 
the aid of General Motors.” Dr. Jack 


DeTar and Dr. Ray Hannum, of Milan, 


Mich., were being paid by farmers in 
produce. They figured the community 
needed more sources of cash income, and 
helped local residents to establish a small 
industry, Wolverine Plastics Inc., in 1946. 

“The problem was to find a market,” 
the ad relates, “and that was soon solved 
by Fisher Body with a sample order for 
armrests—followed by larger orders. 
Ternstedt and Harrison Radiator, two 
other divisions of GM, soon came into the 
Wolverine picture, as have other large 
companies. So today one press has in- 
creased to 12 presses, plus a plastics dec- 
orating shop—and Wolverine now has 255 
employes, including one-fifth of the work- 
ing population of Milan.” 

This kind of advertising has a very ob- 
vious function to perform—to build a 
mental image of GM in the minds of mil- 
lions of readers as a friendly group of 
people who are good neighbors, good cit- 
izens and good customers. With the sort of 
examples the company can present, like 
the stories told in these two ads, that pic- 
ture should not be too hard to build. 


® Apparently it isn’t enough for big busi- 
ness merely to make good products at rea- 
sonable prices, and to build an industrial 
plant which is indispensable in national 
defense: it is also necessary to make 
people like the company and look on it as 
a friend. Advertising written in this inter- 
esting and warm-hearted way can go far 
in winning friends for an enterprise which 
might otherwise be regarded merely as a 
cold, impersonal, powerful and rather 
ruthless economic entity. 


How a modern inventor 
aided Eli Whitney's home town 
with the help of General Motors 
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“HOME-GROWN” CRAFTSMEN 
PRODUCE FINER COLOR PRINTING 


A basic Clement policy is to create its own personnel. 

This includes management as well as printing craftsmen. 

Helpers become apprentices, and apprentices become journeymen. 
Many eventually hold management positions. 

This Home-Grown policy produces the best color printing because 

from the beginning men are taught one kind of printing— 

Clement printing. That’s why they can produce only the best. 

Another reason why leading businesses take pride in and profit 

from color printing by Clement. Yet it costs no more. 


J. W. CLEMENT CO. Manufacturers of Quality Printing 


Executive Offices & Plant: 8 LORD STREET, BUFFALO 10, N.Y. 
SALES OFFICES: Graybar Bidg., New York, Fisher Bidg., Detroit. SUBSIDIARIES: Pacific Press, inc 


, Los Angeles, Phillips & Van Orden Co., San Francisco 


# LORD ST., BUFFALO, N.Y 245 ERIE ST., BUFFALO, N. Y. S201 SOUTH SOTO ST., LOS ANGELES, CAL #70 BRANNAN ST... SAN FRANCISCO, CAL. 
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Looking at the Retail Ads 


MAKE YOURSELF RIGHT AT HOME... 


Just sit hack, relax, enjoy yourself—that’s what 
we're all here to help you do. (And that goes, too, 
for the folks in the kitchen and a lot of other people 
hehind the Skychef scenes.) And if we're successful 
in making you feel so much at home that you want to 
take off your shoes—wonderful! 


By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 

If there is one thing a good ad person 
needs, it is a “spirit compass” at the heart 
of his being, that gives him some reason- 
able direction comparable to that of the 
human action and reaction about him. 

If his “spiritual compass” reads north 
when it should south or east, or some- 
thing else, an abortive ad comes into the 
world. 

The clip above is from prominent dis- 
play on the menu in a restaurant in a 
great city’s airport. 

I have chuckled and blushed a little as 
I have attempted to imagine the writer's 
background. 

When guests and neighbors come to 
visit in his (her?) home is he uncomfort- 
able and feeling remiss until his guests 
kick their shoes off and wiggle their toes 
in mutual satisfaction in the living room? 


Starrs on the Air Waves .. . 


When this writer visits in a distant city, 
and is told by his host: “We want you to 
make yourself right at home,” does he 
say: “Boy, oh boy! That’s what I’ve been 
waiting for,” and arch his hastily kicked- 
off shoes over the chandelier? 

Where did this idea come from? 

Some charming guest perhaps, after 
tasting his hospitality, may have said: 
“You have certainly made me feel] at 
home, and how I love it. Off come my 
shoes!” 

Motivation research—and all research— 
is helpful to advertising, if it’s helpful. 
But how about a little research on where 
advertising ideas come from? How about a 
little research on the methods by which 
ad people determine whether advertising 
ideas are valid and appropriate? 

Maybe a couch in every ad department? 
And as soon as people feel enough at home 
in an ad job so they kick their shoes off— 
the couch for them! And a little psycho- 
analysis. 


Newspaper Columnist Makes Some Predictions 
About Television in 1965 


Eve Starr, Hollywood writer who conducts a column on television in a 
number of newspapers, took out her crystal ball early this year and limned 
the shape of television ten years hence, with some rather startling results. 
The material here is presented from her column with permission. 


Let’s take a freewheeling look into the 
year 1965. Your tv set, to begin with, will 
be no bigger than a good-sized handbag 
and not much heavier. It will be in the 
nature of a projector, throwing a picture 
on your living room wall or a screen in 
any size you may want, from two-feet 
square to 10-feet square. If you wish, it 
will throw as many as three pictures on 
the wall simultaneously, side by side, so 
that three people can watch three differ- 
ent channels. Small speakers with a range 
of only a few feet, or individual headsets 
will provide the sound. The set will, of 
course, be controlled remotely from 
wherever you happen to be sitting. 


E-TV to Come On 

There will be approximately 90,000,000 
such sets in use. Seventy-five per cent of 
them will be color sets. Sixty per cent of 
all programs will be in color. Flick a 
switch and the picture will become third 
dimensional—but you will still need spe- 
cial glasses. Not even modern science can 
change the human eye. If the entire fam- 
ily wants to watch the same show, the 
sound will be stereophonic. 

Pay-as-you-see tv will be a common- 
place reality, but restricted to major 
sports events, first run movies and educa- 
tional tv. Educational tv will be a major 
industry in itself, affording top quality 
high school, college and vocational courses 
at prices everyone can afford. 

Television will be international in 


scope. News, features, political events and 
be world-wide in 


entertainment will 


scope on a 24-hour basis. It will be im- 
possible for a dictator to get a foothold in 
any country, for tv will be there ahead of 
him to show him up for what he is. No 
demagogue can make a rabble-rousing 
speech in a living room and get away 
with it. 


TV to See All 

At home, tv will do far more than mere- 
ly entertain. Your telephone will be 
equipped with a small screen so that you 
may see and be seen by the person you are 
talking to—if you wish. Spécial classified 
services will be available. Your plumber, 
for instance, via telephone-tv, will be able 
to look at your leaking faucet and then 
show you what to do. A cooking service, 
especially helpful to young brides, will 
literally be able to look over your shoul- 
der and help you prepare a particularly 
tricky dish, or even just tell you when the 
turkey is done. You can visit your psy- 
chiatrist and obtain treatment while re- 
laxing on your own living room couch. 

A closed-circuit tv system within your 
own home will enable you to look into 
every room in the house from your com- 
fortable chair in the living room or den. 
You'll know instantly if the baby’s covers 
have slipped off or if the kids are wreck- 
ing the rumpus room or if the gardener is 
actually working out back or taking a 
siesta under a tree. You will be able to see 
who is at the front door—quite possibly 
the single most helpful step forward tv 
will have made in its entire history. 

You will be able to record, on tape, any- 


thing that appears on your screen, from a 
musical comedy to the cooking instruc- 
tions you got on the telephone-tv yester- 
day morning. And with your closed- 
circuit system, your own home movies—or 
home tv, more accurately—will be record- 
ed on the same tape, to be played back on 
your tv set whenever you wish. In color, 
of course. 

As for the business man, his life will 
be revolutionized. Most men in this cate- 
gory will be able to conduct their busi- 
nesses from an office in their own homes, 
thus saving them enormous quantities of 
both time and money. Via the telephone- 
tv, they will be able to hold conferences, 
conduct interviews with job-seekers, dis- 
play samples, investigate claims. At the 
end of a hard day at the office, the tired 
business man will have to walk only a 
few feet to be “home” again in his favor- 
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ite room—or in his hobby shop, where a 
tv instructor will be available to show him 
how to use his new power saw. 

I draw the line, however,when it comes 
to predicting the stars of tomorrow. Think 
back to 1946 again. Who in his right mind 
could have reached into the ranks of the 
nonentities and come up with such names 
as Jerry Lewis, George Gobel, Edward R. 
Murrow, Perry Como, Lawrence Welk, 
Tennessee Ernie Ford, Hugh O’Brien, 
Jackie Gleason, Steve Allen, Betty Fur- 
ness, Gale Storm—and Davy Crockett? 

The star of 1965 is today a high school 
kid, a truck driver, a secretary, a juvenile 
delinquent, a football player, an account- 
ant, a barber, a forest ranger, a house- 
wife, could be a “robot”—or maybe even a 
young guitar player named Schmidelace. 
Who knows? And the person who knows 
the least about it is Schmidelace himself. 


Copyright 1957 by 


Is your product Transportation? 


Fig. 1 shows an aerial view, a plan, of 
a railroad track and a highway, first 
at an angle to the picture square, then 
lined up with it. Fig. 2 gives you a 
simple way to get distance into your 
composition, using the simple tri- 
angle, base down. A marks the hori- 
zon line. 


Does it move along the ground? 


In Fig. 3 the triangle sends the viewer 
to right or left, at your will. Practice 
variations (Fig. 4) and be ready to 
put your product solidly on the 
ground (even if it has no wheels). 
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ATLANTIC 


APPEALING—Here are some of the scenes shown in Atlantic Refining Co.’s series of outdoor posters. N. W. Ayer & Son is the agency. 


KGW Names Hank Norton 
A.M.; Moves Operations 


Hank Norton, formerly in the 
KGW, 
has been named 
advertising and promotion manag- 


program department of 


Portland, Ore., 


er of the radio station. 


KGW has moved to 1139 S. W. 
13th Ave. The new facilities, hous- 
are 
House.” 
KGW-TV began telecasting ABC 


ing KGW and KGW-TYV, 
known as “Broadcast 


and local shows last December. 


Requests for Reprints 

of One Ad Hit 120,000; 
Fans List Many Uses 
PHILADELPHIA, Jan. 30—Atlantic 


Refining Co. continues to make 
news, sales and friends with its 


IN FRONT! 


Oldtime steamboat races along 
our Ohio River Valley were often 


close, and hazardous to put your | 


money on. Quite different from 
today’s audience race among 
TV stations. When you put your 
money on WSAZ-TV, you've 
picked THE winner. Survey after 
survey gives the title to this 69- 
county giant — and the latest 
Nielsen is no exception. Consider 
these WSAZ-TV margins over 
the next-best station: 


95,670 more homes per month 
99,430 more homes per week 


101,130 more daytime homes, 
weekdays 

100,580 more nighttime 
homes, weekdays 

WSAZ.-TV steams with compar- 
able popularity across a four- 
state domain wherein almost 
$4,000,000,000 buying power 
awaits advertisers who like to 
ride with the winner. The gang- 
way is down at any Katz office. 


B.C. NETWORE 


Affiliated with Radio Stations 


outdoor advertising program. 

It has stepped up its outdoor ad- 
vertising budget 10% for 1957. 
This means it will invest approxi- 
mately $880,000 to display 3,000 
posters each month throughout its 
17-state distribution territory, 
from New England to Florida and 
as far west as Ohio. 

Several things about Atlantic’s 
outdoor poster program make it 
unique. Since 1950 the company 
has consistently used full-color 
photographs of American outdoor 
scenes and historical places. Each 
year it has received thousands of 
requests for reproductions. 

Every year, also, it has won a 
major art award and membership 
in the “100 Best Posters of the 
Year” selected by the Chicago Art 
Directors Club of Chicago in the 
annual national competition of out- 
door advertising art. It won first 
prize in the gas and oil classifica- 
tion in this year’s outdoor competi- 


Scenic Vistas in Outdoor Ads Help 
Atlantic Refining's Sales, Repute 


tion. 

Motorists’ reactions dramatically 
indorse the company’s advertising 
philosophy. This is expressed sim- 
ply by Richard Borden, Atlantic’s 
advertising manager. 


s “If you want to get something 
from people,” he says, “you have to 
give them something.” 

And, judging by the hundreds of 
letters that reach his desk every 
month from people in all walks of 
life, a great many people get plea- 
sure from Atlantic posters. 

The copy and product identifica- 
tion elements in these posters are 
notable for brevity and good taste. 
The recurring copy line, “Keeps 
your car on the go,” originally was 
a radio slogan. Use of this line, plus 
the Atlantic trademark, has often 
been cited as an outstanding ex- 
ample of how to get the most 
meaning from a minimum use of 
words. 

“People don’t buy gas and oil,” 
Mr. Borden says, “they buy ‘go’— 
the pleasure and recreation that 
dependable high quality gasoline 
and oil can provide.” 

Essentially, the long-range ob- 
jective of Atlantic’s poster pro- 
gram is a simple, friendly, practi- 
cal matter of “giving people 
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something”—a pleasant and enter- 
taining pictorial experience that, in 
a sense, is identical with the bene- 
fits offered by the product. 


s Atlantic’s poster program has 
the additional advantage of stimu- 
lating people to write to the com- 
pany about its advertising. Mr. 
Borden answers every letter per- 
sonally. 

The company’s famous Inde- 
pendence Hall poster drew hun- 
dreds of requests from individuals 
and organizations asking for the 
full-size poster. Atlantic sent the 
poster to several organizations and 
schools for stage settings and for 
use as a permanent decoration in 
club rooms. A number of individ- 
uals requested the poster for the 
decoration of walls in their homes. 

The Freedoms Foundation, at 
Valley Forge, presented Atlantic 
with a special award, in recogni- 
tion of the poster’s influence in 
promoting patriotism. A total of 
30,000 reproductions suitable for 
framing were printed initially for 
distribution by Atlantic service 
stations; motorists demanded and 
received four times as many as the 
original print order. 

Many organizations have cited 
Atlantic posters and presented the 
company with special awards. The 
National Council of Churches of 
Christ commended the company 
for posters featuring churches. The 
National Federation of Women’s 
Clubs used the Independence Hall 
poster as a stage background for its 
meeting in the Philadelphia Acad- 
emy of Music. 


s During the month that a poster 
showing the Atlantic City board- 
walk was run throughout the com- 
pany’s territory, the Atlantic City 
chamber of commerce held a civic 
celebration and made Mr. Borden 
an honorary life guard. 

Atlantic makes a point of sup- 
plying its posters free of charge. 
The reasons given in the requests 
received are as varied as the peo- 
ple who make up the outdoor post- 
er audience. One man wrote that 
a certain Atlantic poster was iden- 
tical with the view from his break- 
fast room window; he requested a 
few posters to paper his breakfast 
room walls. 

A resident of Greenwich Village, 
New York, begged for a panoramic 
country scene which he said he 
intended to use to cover a solid 
brick wall upon which his apart- 
ment windows opened. 


The postmaster in a small city 
in Western Pennsylvania put up| 
one of the Atlantic posters as a| 
mural in the lobby of his post of-| 
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fice. 

Garden clubs and women’s or- 
ganizations ask for specific poster 
scenes to decorate their club 
rooms. Amateur painters request 
posters for use as models. Teachers 
reported finding the colorful 
scenes ideal back drops for school 
plays, and high school prom com- 
mittees are perennial applicants 
for posters as decorations for the 
school gym. 


® In addition to the many requests 
that reach Mr. Borden’s desk, At- 
lantic fans write letters just to say 
how much pleasure the posters 
have given them. Many of these 
expressions are even written on 
the margins of customers’ monthly 
bills. A woman in Watertown, N.Y., 
wrote recently that because of the 
posters she was “moved to buy 
Atlantic gas for the first time on 
my way home from Washington 
last month.” Other testimonials of 
this character emphasize that the 
posters do sell gas as well as give 
pleasure. 

Because the scenes are never 
identified, motorists besiege the 
company for information about lo- 
cations. Some are sure they know 
the location and write in for con- 
firmation. 

Once Atlantic’s policy of putting 
an automobile in every poster 
caused a few red faces in the com- 
pany’s ad department. The scene 
was a well-known lighthouse off 
the New England coast—on an is- 
land small enough and far enough 
off shore to make the presence of 
an auto parked at the front door 
the occasion for a deluge of let- 
ters. Incidentally, Atlantic at first 
showed generalized automobiles in 
posters, but has since switched to 
showing actual models. 


® Atlantic dealers report that 
questions about the posters fre- 
quently are the subject of conver- 
sation while customers’ cars are 
being serviced. 

Of the 3,000 monthly posters 
used, 2,000 are on thoroughfares, 
and 1,000 are located on service 
station grounds. 

“Thus,” Mr. Borden observes, 
“the multiple impressions created 
by the highway posters carry the 
motorist straight into the service 
station and help to identify the 
station with the backlog of favor- 
able impressions. 

“Each year,” he says, “we poll 
our dealers to get their preferences 
for next year’s advertising pro- 
gram, and our people consistently 
call for a continuation of outdoor 
poster advertising.” 

Of course, Atlantic’s over-all 
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WSAZ, Huntington 6 WGKV, Charleston 
LAWRENCE H. ROGERS, PRESIDENT | 
Represented by The Katz Agency 


METAL DISPLAY cor 
Complete Design & Engineering & Volume Production Facilities 


A RECORD BREAKER—This poster of Independence Hall, Philadelphia, 
drew hundreds of requests from individuals and organizations for 
the full size poster, plus requests for 120,000 reproductions. N. W. 
Ayer & Son is the agency. 
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SUITABLE—Display of the Atlantic City boardwalk poster in Atlantic 
Refining Co.’s 17-state territory prompted a civic celebration and 
appointment of Atlantic’s advertising manager, Richard Borden 
(left), as an honorary life guard of Atlantic City. Making the pre- 


sentation is Richard S. Jackson, 


advertising includes newspapers, 
magazines, radio and tv broad- 
casts, but apparently the public 
is most responsive to the outdoor 
program. 


es N. W. Ayer & Son has been han- 
dling Atlantic Refining Co.’s ad- 
vertising since 1915, the first year 
that Atlantic outdoor advertising 
made its appearance in the form 
of painted bulletins. Since then 
Atlantic has paced its growth with 
a steadily expanding outdoor pro- 
gram. Since 1946 it has more than 
doubled its investment in the me- 
dium. - 


Four A’s Chapter Elects Clinton 
George Clinton, media director 
of Joseph R. Gerber Co., Portland, 
has been named 1957 chairman of 
the Oregon Council, American 
Assn. of Advertising Agencies. 
Other officers are Milton Foland, 
manager of Pacific National Ad- 
vertising Agency, Portland, vice- 
chairman, and Ted Tracy, manag- 
er of McCann-Erickson, Portland, 
secretary-treasurer. 


Olian Joins Lovable 

Dan Olian, formerly eastern re- 
gional sales manager of Interna- 
tional Latex Corp., has joined Lov- 
able Brassiere Co., New York, in 
the new post of director of mar- 
keting. 


Fulgham Joins Carvel Nelson 

Larry Fulgham, formerly with 
Ray Carr Organization, Portland, 
Ore., has joined Carvel Nelson & 
Powell Advertising Agency, Port- 
land, as an account executive and 
radio-tv director. 


New Uses 
for Self-Adhering 
Labels 


Turn to the February issue of AD- 
VERTISING REQUIREMENTS for 
this bring-you-up-to-date article 
that tells you all ingenious ways 
that pressure-sensitive labels are 
bei used to solve challenging 
problems. 

It’s ical of how each month’s 
issue of AR keeps you posted on the 
latest developments in advertising 
production, promotion and m n- 
dising. That’s what makes ADVER- 
TISING REQUIREMENTS an almost 
indispensable service to any adman. 

If you’re not acquainted, just clip 
this ad, attach $3, and mail today for 
a bog ie Bn trial starting 
wi ebruary issye. 

Money back any time you ask for 


Advertising Requirements 


The Workbook of Advertising 
Management 


200 E. Illinois St., Chicago 11 


city commissioner, Atlantic City. 


Sterling Salt Starts Drive 
in Newspapers, Supplements 

International Salt Co., Scranton, 
Pa., starts a drive this month for 
Sterling salt, called the “strongest” 
in its history. Under the theme, 
“Quick-’n-easy ideas to spark up 
your meals,” the copy says that 
“Sterling salt brings out the best 
in food!” Newspaper ads will run 
in 270 newspapers in 194 markets, 
beginning with large space bkw 
insertions. Color pages are slated 
for Sunday supplements. Many 
areas will have coupon advertis- 
ing offering free packages of Ster- 
ling salt. Radio will also be used 
in selected markets, plus point of 
sale display. 

An animated salt shaker will be 
used in the advertising throughout 
the campaign, as an eyecatcher. 
Batten, Barton, Durstine & Osborn, 
New York, is the agency. 


Earle Ludgin Names Five 
Earle Ludgin & Co., Chicago, has 
appointed five persons to its staff. 


They are Robert Benson, formerly 
director of account service of John 
W. Shaw Advertising, account 
management staff; James L. Lurie, 
previously with E. H. Weiss & Co., 
media research staff; H. Maurice 
Jones, formerly marketing re- 
search supervisor at Armour & 
Co., research department; David 
Cloud, previously with Fitzgerald 
Advertising Agency, New Orleans, 
a tv production director, and John 
M. Wolfe, formerly with the Chica- 
go Tribune promotion department, 
a copywriter. 


Crawford to Michigan U 

John W. Crawford, formerly vp 
and copy supervisor of Kenyon & 
Eckhardt’s Chicago office, has 
joined Michigan State University 
as a lecturer in advertising for the 
journalism school. 


Elwood Enke Moves Oftice 
Elwood Enke Advertising, Port- 

land, Ore., has moved to larger 

quarters at 743 S. W. Broadway. 


77 


‘News’ Gets Narrow Column 
The New York News started us- 
ing new high-speed presses for 
all b&w sections on Jan. 27. The 
equipment has made it possible for 
the paper to adopt the 11.5 pica 
column, dropping the old 12 pica 
width. The press _ installation, 
which will be completed in six 
months, is part of the News’ $10,- 
000,000 modernization program. 


Marie does it 
FASTER... 


complete mailings, multl- 
graphing, <ey y— 
ing, addressing, fill-in on 
multigraphed letters, 
planographing. 
: _ Marie keeps your Mail- 
ing List up-te-<om, frees you 
from detail work. For rush pick-up, 
uick service and fast delivery 
ALL WAbash 2-8655. 


a Leller Mop ». 
431 S. Dearborn Street, Chicago 5, Ul, / 
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“Migration”’ of millions to the suburbs is one of the dynamic 


pressures at work forcing a huge increase in living standards 


Americans can and should be living 
50% better within 10 years | 


Will your business keep pace with this growth? 


Y 1967 the Nation’s productive 
ability can and should grow 
to more than $600 billion annually. 


This increased production will be 
possible only if Americans in 1967 
are buying at an annual rate 50% 
higher than they are buying today. 


Is this huge increase in living 
standards possible? 


It is much more than just a possi- 
bility. Such an increase is being 
forced upon us by dynamic pressures 
now at work in our economy— 


© Population growth. We are adding 
the equivalent of a city the size of 
Providence to our population every 
month, but increases in population in 
the next ten years will take care of 
only about one third of the needed 
growth in consumption. 


e Increased income in millions of fami- 
lies. In 1950 only 12 million families 
had incomes over $4,000 after taxes. 
By 1956 there were 26 million. By 
1960 this group may have grown 
another ten million. 


© Rise in discretionary spending power. 
(This is the part of income available 
to save or spend for better living.) 


DSP is six times as great as 1940— 
could grow another 70% by 1967. 


® Decline of debt in relation to produc- 
tion. Private debt dropped from 176% 
of a year’s production in 1930 to only 
98% in 1956 . . . corporate long-term 
debt from 56% to 23%. 


© 76% more children under five than in 
1940 . ..68% more in the 5-9 age group. 
These increases will put added pres- 
sure on schools, on housing, on food 
requirements, etc. In 1960—a result of 
the “baby boom’’ of the 1940’s—there 
will begin a rapid increase in the num- 
ber reaching 18. This promises a record 
growth over the following 15 years in 
new families, new births. 


@ Rise in the education level of our 
people. 98% more high-school gradu- 
ates in population than 1940. 

© New attitude toward family life— with 
bigger families, suburban living, re- 
surgence of religion. 


@ Rise in the number of women workers. 
46°, more than in 1942. 


. Increase in obsolescence of dwellings 
—more than 50% over 30 years. 


© Rise in the number of motor vehicles. 
Twice as many vehicles as in 1940. 

@ Change in residence by 156 million per- 
sons between 1950-55—equivalent to 
nearly the entire population. 


@ Change to suburban living. Of the 14 
million net growth in population since 
1950—83% was in suburbs. 


These pressures—singly and to- 
gether— make for increased con- 
sumption. Consumption is the mas- 
ter key to continuing and increasing 
prosperity. 

However, it will take time for the 
mass millions who are moving up 
the income scale to learn to live 
better. People do not change the 
habits of a lifetime overnight. 

In the case of your product—can this 
time lag be cut down? 

The J. Walter Thompson Company 
has made broad studies of ways to 
speed up the development and expan- 
sion of markets. We shall be happy to 
discuss these studies with you if you 
will write or call the J. Walter 
Thompson Company office nearest 
you, or write 420 Lexington Avenue, 
New York 17, New York. 


J. WALTER THOMPSON COMPANY 


New York, Chicago, Detroit, San Francisco, Los Angeles. Hollywood, 
Washington, D. C., Miami and principal international markets 
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Suggests Advertisers Test 
Their Inquiry Handling 

To the Editor: In the past few 
months I have read criticisms by 
advertising men about the indif- 
ference with which some adver- 
tisers treat inquiries from readers 
of their own (the advertisers’) 
ads—ads in which they have 
urged the reader to “WRITE TO- 
Ie a 

At first I took these criticisms | 
lightly; I believed that all adver- 
tisers answered inquiries prompt- 
ly; because in my own estab- 
lishment inquiries are usually 
answered on the same day they are 
received, or on the next business | 
day. 

But I’ve changed my mind! In| 
mid-October, 1956, I checked sev- 
en advertisers’ key numbers on an 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 
| industrial 


|“please write” and I wrote! Then 


magazine’s 
inquiry card. I feel sure that the ation that might have led to 
magazine acted with reasonable | sales?... 
promptness in getting my name 
to the respective advertisers, as | fa that in most cases proper 
received an acknowledgment from | preparation to answer inquiries 
the publication about a week after| has not been made. Perhaps no 
I sent it in. /one has been delegated to look 
I am writing this on Jan. 7, | after this important detail. Per- 
about 12 weeks after the card|haps the organization does not 
was mailed to the magazine. So/| know how it should be done prop- 
far I have received replies from | erly; certainly could not have 
two of the advertisers in about} been briefed by the agency or the 
three weeks; another early in| department head. 
December and two more on Dec.| I believe agencies should face 
26. Practically three months from | the fact that when they have pre- 
date of first writing there are still| pared and released an ad they 
two who have not answered. have done only half a job; the 
The foregoing was not a test!/other half is a proper “follow- 
I used the card because the ads/through” by arrangements for 
aroused my prompt handling of inquiries. 
) They should have, or make sure 


interest. They said 


Preferred by readers—most productive for advertisers 


THE SEATTLE POST-INTELLIGENCER 
is the only Seattle newspaper making 


DAILY CITY ZONE 121,033 
Daily Gity & Retail Trading Zone 151,063 


The Post-Intelligencer reaches one out of every two families every 
day in the Seattle ABC City Zone alone! This, plus ample cover- 
age of the retail trading zone makes The Post-Intelligencer your 
SEATTLE BASE BUY! Since September 30, 1952, when ABC 
first re-zoned the area, The Post-Intelligencer has gained 14,699 
in the city—with the second paper showing a loss! 


GREATEST MORNING AND SUNDAY 
CIRCULATION IN WASHINGTON STATE* 


* ABC Statement. 6-month period ending | Sept. 30, 1956. 


«REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE, 


Inc. 
Offices in 15 Principal Cities. 


“tear-out” | why the delay in sending inform- | 


Where can the fault be? I be-| 


the client has, a properly staffed 
/and equipped “answering depart- 
ment,” with literature collated | 
and enveloped, ready to address 
|}and mail at once! . 

If you who read this should 
| bristle indignantly and claim you 
do handle inquires promptiy, I'd 


|the term “jockstrap” 
| term “athletic supporter,” 
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writing. For 


though 
from the point of view of logic it 
may not matter a damn whether 
you refer to a certain object by 


example, 


or by the 
it may 
still help you to know that two 
possible terms exist, and that 


| suggest you go right out to the|their emotional auras differ. 


| “answering department” 
poor facsimile thereof) and | 
find out, first hand—-by checking | 
names and dates—how long it 
really takes. Better still: answer | 
a few of your own company ads 
(under a special name, of course) 
and keep an honest record of the 
time lapse before you receive 
what the ads promised. And I 
say if more than ten days elapse, 
the deal is no good. 

HENRY B. GOODMAN, 
Owner-Manager, The Rak 
Makers, New London, Conn. 

. . +. 

Professor—and Quotes—Add 
to Grammarians’ Argument 

To the Editor: The two articles 
which you have recently run on 
the subject of grammar in Ap- 
VERTISING AGE have been of great 
interest. 

Since preceding the second of 
these two articles it was sug- 
gested that a rebuttal might be 
published, I enclose herewith 
such a rebuttal which was writ- 
ten by Prof. William Frost— 
my brother—of the University of 
California . 

HuNTER S. Frost, 

Dancer - Fitzgerald - Sample 

Inc., New York. 

It’s a sound point that tradi- 
tional grammar took rules and 
concepts originally adapted to 
Latin and applied them to English. 
That’s what happened, all right, 
and although many people today 
find it deplorable, in an age in 
which it was taken for granted 
that any educated person would 
/want some sort of acquaintance 
|with one or more European lan- 
| Suages besides his own—includ- 
\ing quite often Latin itself—it 
probably wasn’t such a bad thing 
to do. Most European languages 
are related to Latin in some fairly 
basic way; and to learn Greek or 
French or German or Russian or 
any two or three of these, a set of 
grammatical gadgets that opens 
up Latin sentence structure the 
way a can opener opens up a can 
might well be very useful. 

Our own age is getting both 
more parochial and more cosmo- 
politan. On the one hand, study of 
European languages as an ex- 
pected part of any good education 
has been waning. On the other 
hand, anthropology has _ forced 
linguistic technicians to become 
}much more aware of language di- 
versity—the diversity among, say, 
Navajo, Bantu, and Bengali. For 
scientists of language, the old 
Latin-based grammatical concepts 
obviously aren’t general enough. 
But in so far as people still want 
to learn European languages, or 
to understand their own language 
in the light of its past and its 
most immediate context, it’s prob- 
ably at least arguable that old- 
fashioned grammar continues to 
have a number of practical points 
in its favor. 

So much for grammar as a de- 
scriptive or analytical device. 
Normative grammar—the kind of 
grammar that seems to prescribe 
rules as to what you should say— 
has also taken a big beating in 
some quarters nowadays; for ours 
lis a time of studied and delibera- 
tive informality, when to address 
a professional superior as Mr. 

, instead of by his first name 
or his nickname, may quite pos- 
sibly be taken as insulting rather 
than honorific. Nevertheless it re- 
mains true that normative gram- 
mar, intelligently employed, still 
has its valid uses, mainly as a 
|quick way of making people more 
|sophisticated and less unsure of 
|themselves in various linguistic 
|situations, whether of speech or 


(or the) 


You would think from some of 
| the attacks on traditional gram- 
jmar that grammarians were a 
| pack of blind fools living in an 
jivory tower on a desert island. 
| Standard grammatical works, 
however, do not bear out any such 
notion. To take a concrete exam- 
ple, the current “like-as” fracas, 
in Fowler’s “Modern English Us- 
age,” a well-known British manu- 
al published as long ago as 1926, 
I find the following: 

“It will be best to dispose first 
of what is, if it is a misuse at all, 
the most flagrant and easily rec- 
ognizable misuse of like, A sen- 
tence from Darwin quoted in the 
OED [Oxford English Dictionary] 
contains it in a short and un- 
mistakable form: Unfortunately 
few have observed like you have 
done. Every illiterate person uses 
this construction daily; it is the 
established way of putting the 
thing among all who have not 
been taught to avoid it; the sub- 
stitution of as for like in their 
sentences would sound artificial. 
But in good writing this particu- 
lar like is very rare, and even 
those writers with whom sound 
English is a matter of care and 
acquirement rather than of right 
instinct, and to whom like was 
once the natural word, deliberate- 
ly weed it out. The OED’s judg- 
ment is as follows: ‘Used as con- 
junction, equals “like as,” as. Now 
generally condemned as vulgar or 
slovenly, though examples may be 
found in many recent writers of 
standing.’ Besides the Darwin 
quoted above, the OED gives in- 
disputable examples from Shake- 
speare, Southey, Newman, Morris 
and other ‘writers of standing.’ 
The reader who has no instinctive 
objection to the construction can 
now decide for himself whether he 
shall consent to use it in talk, in 
print, in both, or in neither; he 
knows that he will be able to de- 
fend himself if he is condemned 
for it, but also that, until he has 
done so, he will be condemned.” 

In an equally standard Ameri- 
can handbook, the 1942 edition of 
Porter Perrin’s “Writer’s Guide 
and Handbook to English,” this is 
part of what is said: 

“In the last few years the col- 
loquial use of like as a conjunc- 
tion has greatly increased. The 
vogue of fiction, in which it often 
stands appropriately in the con- 
versation and sometimes in the 
informal prose surrounding the 
conversation, as well as the pop- 
ular radio programs in colloquial 
or vulgate English, are doubtless 
in part responsible for this in- 
creased currency. [Samples are 
given from John Dos Passos, the 
Philadelphia Record, and a radio 
announcer] . . . Historically both 
forms are good, since both are 
parts of the older like as (“Like 
as a father pitieth his children 
. . -’). Some speakers have taken 
as, others like. Like is preferable 
from the standpoint of meaning, 
because as has several different 
meanings and several functions in 
the language and so is relatively 
weak. Like is more exact and em- 
phatic in a comparison than as 
can be. The construction is worth 
careful observation to see if like 
gains sufficient reputability so 
that it can safely be used in writ- 
ing. Meanwhile, be on your 
guard.” 

In the light of these two quota- 
tions I submit that good gram- 
marians are perfectly well aware 


of what is going on in language, 
}and can provide the average read- 
er and writer with a valuable 
short-cut to linguistic sophistica- 
together, 


tion. Taken at their 
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respective dates, these two gram- 
marians’ statements explain per- 
fectly well why a cigaret adver- 
tiser today might deliberately 
prefer the less reputable conjunc- 
tion, on the general principle that 
it’s better salesmanship to have a 
girl in an ad look like a whore 
than look like a spinster school- 
marm. At the same time, the 


statements also explain perfectly) 


well why one reaction to the ad in 
question might be that America’s 
favorite 


writer of light verse 
should immediately publish a 
poem entitled “Oafishness sells 
good, like a cigaret ad should.” 


Nothing in all this would surprise 
anyone with a good background 
in traditional grammar. 
WILLIAM Frost, 
Chairman, Committee on 
Freshman. English, University 
of California, Santa Barbara 
College. 


Slogan’s Author Stays Out 
—Like He Should 


To the Editor: I’ve been puzzled 
by the controversy going on in Ap- 
VERTISING AGE and elsewhere over 
the use of the word “like” in the 
Winston slogan. Today I had lunch 
with Bill Callender, the guy who 


wrote the slogan. He assured me! 


that “like” is not a dirty word. He 
said further he has no intention 
getting into the hassle, since he’d 
soon be up to here in experts. 

Maybe we could settle the thing 
by singing the Winston jingle with 
the “proper” word inserted. All to- 
gether, gang. Let’s have it loud 
and clear and grammatical. One.. . 
two... 

GEORGE KOHLMANN, 
Floral Park, N. Y. 


Ties That Bind 


To the Editor: If Ray Solomon 
submits that the similarity be- 


tween Kallen’s and Lord & Tay- 
lor’s tie ads (AA, Dec. 24) is a 
little more than coincidence, then 
I would like to add that, by the 


same process of creation, this 
British poster designed by Eckers- 
ley (rendered at least two years 
before either appeared) gives 
added lustre to the claim that 
there’s nothing new under the 
(universal) sun! 
KENNETH R. KELLY, 
New York. 


‘Do It Yourself’ Ad 
Is Loss to This Reader 


To the Editor: A thought on 
over-clever advertising—tre a full 
page insert in your Jan. 7 issue 
by Television Programs of Amer- 
ica Inc. 

“Do It Yourself” advertising! I 
went along with the gag—tore out 
the page as directed, put the 
pieces together as directed, and 
then, finding I had four scraps of 
paper on my hands, I tossed them 


away. Now I don’t recall what! 


the message was. 


I still have the copy: of the’ 


|magazine. A conventional insert 
would still be talking to me. 
I. J. ALEXANDER, 
Director of Copy and Mer- 


chandising, Bridges Studio, 
New York. 
- + e 


_ Association Pleased 

To THE Eprtor: CONGRATULATIONS 
FOR A COMPREHENSIVE REPORT ON 
| MAGAZINES. THIS SHOULD PUT THE 
| MAGAZINE BUSINESS BACK INTO THE 
| PROPER PERSPECTIVE IN THE MINDS 
OF ADVERTISERS AND AGENCIES. I 
KNOW MEMBERS OF THIS ASSOCIA- 
TION WOULD WANT ME TO EXPRESS 
THEIR THANKS TO YOU FOR SETTING 
THE RECORD STRAIGHT. 

Rosert E. KENYON JR., 
President, Magazine Publish- 
ers Assn., New York. 


_ - - 
Question for Mr. Woolf 
on Ad Appeals 


To the Editor: It appears that 
the only times I ever write you 
are when I take issue with Mr. 


Woolf’s columns. Before I do so} 


this time, I’d like to say 
during the months between, | 
read them, enjoy them, learn 
from them, and quite often agree 
with them. 

This time, it’s his column in 
the Jan. 7 issue, titled “Promise 
the Benefit in the Headline.” Mr. 
Woolf reminisces about the mem- 
orable headlines in Julian Wat- 
kins’ “100 Greatest,” citing five 
examples: 

“Imagine Harry and Me Adver- 
tising Our Pears in Fortune” 

“The Skin You Love to Touch” 


that 


“For the Third Time She Or-| 


dered Chicken Salad” 
“The Penalty of Leadership” 
“How to Win Friends and In- 
fluence People” 
Then he classifies headlines in- 
to seven general types: 
. News 
Teaser or curiosity type 
. Selective 
. Promised benefit 
Command 
. Brag and boast 
. Scare 


AQVswSNHe 


He comments: “The headline I | mobiles is fantastic. 
like best and use oftenest is the It is fantastic because it takes 
promised benefit headline. I like | TWO to be stupid, the agency and 
| it especially when it is also se-|the client. I can well see how 
lective. I have no use whatever|some agency somewhere could 
for the brag and boast type, and create this “new and original” 
little more for the teaser.” |junk, but why is it that the clients 

I wonder whether it signifies | buy it? 
anything as to the indirect power | I think I know the answer. 
of the teaser headline that three | They are in ruts dug by the four 
of the five headlines Mr. Woolf| wheels of the automobiles they 
cited were teaser headlines, for | are selling. If someone came up 
which he tells us he has little use. | with a new way to sell the prod- 

This sure is a tricky business.| uct, he would be banished to an 

Invinc W. LANDE, autoless island. 

Account Executive, Silton Congratulations to The Creative 

Brothers Inc., Boston. |Man for an excellent article. It 
should result in an immediate 
switch of four or five major au- 
|tomotive accounts. It probably 
z ae won't, because a client in a rut 
|_ To the Editor: “Fantasia” (The |with an agency can see no farther 
Creative Man, Dec. 24) does it! than the agency, or the mutually- 

When will the Motor Maggots) pyiit rut. 
|become aware of the fact that! May the 1957 models (auto) do 
their advertising is not selling au- fine! 
‘tomobiles? The junk, garbage and c 
absolute cr (I can’t write it!) 
which is being passed off as “ad- 
|vertising copy” to sell new auto- 


Congratulates The C.M. 


W. F. RANDOLPH, 
Randolph Associates, Adver- 
tising, Wellesley, Mass. 


} 
} 


affiliate 


With the same outstanding management that has successfully guided 
one of the nation's outstanding radio stations for the past 30 years, 
Channel 12 is on the air with the full power of 316,000 watts, the 
latest RCA equipment and the only live, unduplicated program cover- 
age in the rich South Texas market. And Channel 12's rate structure 
has been realistically set to accommodate advertisers who are in- 
terested in reaching San Antonio with the hottest, livest television 
station in the Southwest! 


Complete programming of the vigorous ABC television network is 
combined with top film packages and some fine local shows. For 
FRESH, NEW availabilities in San Antonio the H-R folks or Clarke 
Brown Co. will be delighted to give you the full picture. 
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Sales Training 
Is Focus of New 
Westinghouse Push 


MansrFiELp, O., Jan. 29—West- 
inghouse Electric Corp.’s major ap- 
pliance division will spend about 
$2,000,000 in the next six months 
on a sales drive centered on retail 
sales training. 

Westinghouse will award prizes 
to retail salesmen in three con- 
tests. Between March 18 and June 
15 the company will call more than 
7,000 salesmen and award up to $75 
each if they correctly explain the 
four parts of Westinghouse’s 
“Bing-Bong” promotion of appli- 
ances. 

These include (1) a Marine 
Corps-style white glove laundering 
test of clothes washers, (2) prizes 
to every sixtieth person to witness 
a demonstration of a Frost-Free 
refrigerator unit, (3) a cake bak- 
ing contest involving Westinghouse 
ranges and (4) an open house 
with major appliances given as 


FREQUENCY 


There are all kinds. In Los Angeles 


television, and especially on KTTV, 
daytime frequency is all the rage, 
and little wonder : 

A new specialty product, 

advertised only on KTTV, has 

gone from a standing start to 

an output of one million units 

a day within six weeks. 
This kind of sales results isn't hard 
to believe if you know the selling 
dynasty of KTTV personalities. 
This million-a-day manufacturer 
relied almost entirely on two of them 
— Norma Gilchrist and Steve Martin 
— both seen in the daytime.* 
if many times a week you apply the 
selling pressure of KTTV's daytime 
personalities to the great multi- 
tudes they reach, you just almost 
won't believe what will happen. Try it. 


, <a ae o> al 


Los Angeles Times-MGM 
Television ~~) 


Represented nationally by BLAIR-TV 


*Daytime TV in L.A. is phenomenal — 
1956 Pulse shows sets-in-use at an all- 
time October high at 17.7, 14% above 
®@ year ago and 26% higher than New 
York Sets-in-Use 


door prizes. 

Between Feb. 18 and July 12, all 
Westinghouse sales count as 
points for the salesmen, which will 
apply toward the salesman’s choice 
of appliances. 

Salesmen who accrue 15,000 
points during that period will also 
be eligible to write a 100-word 
letter on “How Bing-Bong’s four 
points helped me make my tough- 
est sale.” Writers of the best let- 
ters in each of the company’s seven 
sales districts will have their choice 
of speed boats, sports cars, air- 
planes, three rooms of furniture 
and other prizes. 


= Heavy consumer advertising 
backing up the sales drive will run 
March through May. The national 
print campaign will use Better 
Homes & Gardens, Farm Journal, 
Home Modernizing, Household, 
Life, Progressive Farmer, The Sat- 
urday Evening Post and the 24 
state rural] electrification consumer 
publications. “Studio One” (CBS- 
TV), Sunday supplements and 
newspaper ads in key cities will 
round out the ad program. 
McCann-Erickson is handling 
the campaign. * 


Sherk Joins Frank Lee 

J. Lawrence Sherk, formerly 
with Booz, Allen & Hamilton, New 
York, management consultant, has 
been appointed sales manager of 
Frank H. Lee Co., Danbury, Conn., 
maker of Lee and Disney hats for 
men. He will headquarter in New 
York. 


AGENCIES BUILD—Here are artists’ 
be built for Cargill & Wilson, Richmond, and Hoffman & York, 
Milwaukee. C&W’s building (top) is expected to be ready for occu- 
pancy by next fall. Hoffman & York expects to move by late spring. 


conceptions of new buildings to 


Wiegers-Bellamy Bows 

Richard K. Bellamy, formerly 
associate director of the Kenyon & 
Eckhardt promotion department, 
has joined Joseph P. Wiegers in 
forming Wiegers-Bellamy Co., 
public relations, at 24 W. 40th St., 
New York. Mr. Wiegers formerly 
headed his own company for 11 
years. 


Product 


From refrigerators to 
clocks to coffee... 


ers see, examine and 


PRODUCT PERSON 


Expo 


WEST SPRINGFIELD 


WITH 


Appearance 


service, your salés story belongs in this 
outstanding merchandising medium. Here 
at the biggest Exposition in the East, a 
“live” audience of half a million custom- 


In this “Show Window of the East” 
you'll find unexcelled opportunities for 


that pays off in more business for you. 
Write today for full details 
EASTERN STATES 


Personal 


ranges ... from 
your product, your 


buy. 


AL APPEARANCE 


on 


BER 14-22, 1957 
, MASSACHUSETTS 


Plans Fewer ‘Emmy’ Awards 

A total of 29 awards for achieve- 
ments will be given for 1956 by 
the Academy of Television Arts & 
Sciences, as compared to 41 for 
1955. The presentation of the “Em- 
my” awards will be made in a col- 
or telecast on NBC-TV, March 16. 
A nomination telecast also will 
be made on NBC-TYV, Feb. 16. The 
programs will originate from both 
Hollywood and New York under 
the sponsorship of Oldsmobile di- 
vision of General Motors Corp. and 
Radio Corp. of America. 


PNPA Publishes Directory 

A total of 429 newspapers are 
listed in the “1957 Pennsylvania 
Newspaper Directory & Advertis- 
ing Rate Guide” just issued by the 
Pennsylvania Newspaper Publish- 
ers’ Assn. The directory also in- 
cludes statistics on the state’s 67 
counties. Copies are available 
from PNPA, 2717 N. Front St., 
Harrisburg, at $2.50 a copy. 


Sturm Joins ‘American Weekly’ 

Herman M. Sturm, formerly 
head of his own economic and re- 
search company in Washington, 
has been named director of 
marketing of The American Week- 
ly, New York. 


In the independent Northeastern 
Wisconsin Market goods and 
services move to 200,000 people 
through a single medium reaching 
over 39,000 homes every day! 
Full color available 


GREEN BAY 


PRESS-GAZETTE 


GREEN BAY, WISCONSIN 


Phil A- McClosky, Monager, General Advertising 
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WFIL-TV Adapts 
Newsreel Skill to 
Making TV Film Ads 


PHILADELPHIA, Jan. 29—WFIL- 
TV entered the commercial film 
business as a service to advertisers 
less than a year ago; already it is 
planning to expand the operation. 

An unusual operation for a re- 
gional tv station, the special com- 
mercial department grew out of 
what Roger W. Clipp, vp and gen- 
eral manager, says was a “new ap- 
praisal of a station’s responsibility 
toward servicing its agencies and 
advertisers.” 

He pointed out to ADVERTISING 
Ace that if this demand for the 
services of a commercial film unit 
within the organization of a tele- 
vision station proves to be repre- 
sentative of an industry condition 
in other markets, it could fore- 
shadow a significant change in the 
film field. 

Since this operation was 
launched in March, ’56, WFIL-TV, 
key unit in Triangle Publications’ 
chain of radio-tv stations, has 
served such advertisers as Du Pont, 
RCA Victor, Flav-R-Straws, 
Slinky toys and Life. 


se Mr. Clipp pointed out that 
WFIL-TV has been in the com- 
mercial field to some extent for 
some time, as are other major sta- 
tions. 

“Any station with a well organ- 
ized newsreel department has the 
potential for entry into the com- 
mercial film business,” he stated, 
adding that his personnel had 10 
years of newsreel experience. 

The “WFIL-TV Newsreel” was 
the first daily tv operation of its 
kind and has won many awards in 
both the broadcasting and newspa- 
per industries. The station had all 
the production facilities it needed; 
hence there was no need for addi- 
tional investment in studio space, 
lighting, talent, etc. 

“The resulting economies of op- 
eration place us in an excellent 
position to compete with estab- 
lished film companies which must 
maintain and pay for these things 
exclusively from their film opera- 
tions,” he said. “Our cost structure 
is such that we can provide service 
at rates far below those of a con- 
ventional producer.” 

WFIL-TV added some personnel 
and a little equipment when it 
decided formally to enter into the 
commercial film field. 


® Elaborating on his statement 
that the station had already been 
in the field on a parttime basis, 
Mr. Clipp pointed out that WFIL- 
TV had done low-cost commer- 
cials, documentaries and industrial 
training films as a courtesy or con- 
venience to advertisers and ad 


_ | agencies. 


The station’s operation is highly 


‘| flexible. When the need arises in 


the commercial department, men 
can be drawn from the newsreel 
staff, and vice versa. Sales are 
handled in part through the sta- 
tion’s sales organization. 

William Lawrence and Harry 
Krause, both original staff mem- 
bers of “WFIL-TV Newsreel,” run 
the technical end of the commer- 
cial film department. 7 


King’s Wine Launches Push 

Kasser Distillers Products Corp., 
Philadelphia, is launching a re- 
gional advertising campaign to 
promote its King’s wines in bottles 
with its no-drip pourer. The 
campaign, using radio, tv and 
newspapers, runs through April. 
Feigenbaum & Wermen is the 
agency. 


Trade Journals Merge 

Intermountain Industry and 
Mining Review, both in Salt Lake 
City, have been merged into a sin- 
gle publication, Intermountain In- 
dustry & Mining Review. 
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Carson /Roberts 
Fairly Bristles 
With Happy Days 


Motif Is Used on Air, 
Phone, Outdoor Posters, 
Bumpers, Postage Meter 


Los ANGELEs, Jan. 29—Car- 
son/Roberts, which last year 
adopted a “Have A Happy Day!” 
theme, is now using it to salute 
clients, via 24-sheet posters in 
areas adjacent to their offices and 
plants. 

The first of the boards salutes 
Square D Co., which C/R handles 
in the West. The copy says, “To our 
associates at Square D: Have a 
Happy Day! Carson/Roberts Ad- 
vertising.” 

Similar boards for other clients 
will go up as locations become 
available. To avoid any next-in- 
line problems with clients, the 
agency has given Foster & Kleiser 
a list of client locations. The actual 
scheduling of the boards will rest 
with the outdoor operator, based 
on availabilities in the various 
areas adjacent to client offices. 

The “Have A Happy Day!” 
theme originated as a telephone 
greeting. Phone and reception per- 
sonnel greet all callers with, “Good 
Morning, Carson/Roberts, have a 
happy day!” 

When the theme aroused favor- 
able comment from clients, sup- 
pliers, business associates and 
strangers, agency heads decided to 
incorporate it into their public 
relations. 


s “Because it is non-stereotyped 
and because it is sincere,” says 
Ralph Carson, president, “the 
greeting establishes rapport. We 
have found it eliminates the im- 
personal atmosphere of routine 
business and creates a more con- 
genial relationship.” 

The agency extended the “happy 
day” salutation to a cartoon-slo- 
gan which is used in its postage 
metering. Bumper stickers have 
been designed, and agency corre- 
spondence will soon carry the 
message in sticker form. The agen- 
cy sign at the front door now car- 
ries the same art and copy, and 
other means of communication are 
being considered. 

Local columnists and disc jock- 
eys have given the theme a strong 


Are You Using 
Onionskin? 


If you think of onionskin paper only 
in terms of how many carbon copies 

u can make—you’re missing a big 
bet! Turn to the February issue 
ADVERTISING REQUIREMENTS 
and read “The Uses of Onionskin.” 

Here’s a report that tells how ad- 
vertising men are using the distinc- 
tive features of onionskin paper in 
unusually-effective mpeg AR’s 
monthly job is 4 > 
on onionskin, cold type, ell ies dis- 
plays, audio & visual aids, — — 
prizes—you name it—anythi 
everything that helps you do a better 
job of adve: production, pro- 
motion and m 

If you’re not acquainted ‘with this 
unusual service, correct the situa- 
tion now by clipping this ad, attach- 
ing $3, and mailing today for opens 


Advertising Requirements 
The Workbook of Advertising 
Management 
200 E. Illinois St., Chicago 11 


CARSON/ROBERTS/advertising ; 


bs eee 1 


aah 


CHEERER-UPPER—This poster near the Los Angeles plant of Square D 
Co. conveys a “Happy Day” greeting to the company from Carson/ 
Roberts, its agency. 


play, with credit to the agency. 
Two KMPC deejays make continu- 
ing use of the theme: Bill Stewart 
signs off with it, and Ira Cook uses 
it frequently. ~ 


Fiction Piece in ‘Look’ 


Look’s Feb. 19 issue—on news- 
stands Feb. 5—will carry a one- 


shot mystery novel called “Murder 
on Skis,” by Gordon Gaskill. The 
magazine has “sporadically” pub- 
lished fiction pieces (“Gentlemen’s 
Agreement” in 1947, “Knock on 
Any Door” in 1949, among others) 
and plans to continue doing so. Ads 
will appear within the page on 


“Murder on Skis” at no premium. 


‘Operation Cherub’ to Be 
Repeated for 4th Year 

Jewelry Industry Council, New 
York, will repeat its “Operation 
Cherub” in 1957 for the fourth 
consecutive year. The promotion, 
which is the major united effort of 
the entire industry, is designed to 
promote the giving of jewelry as a 
“heavenly gift.” Nucleus of the 
promotion will be a multiple-page 
insertion in the Dec. 10 Look ex- 
pected to run a minimum of 20 con- 
secutive pages. 

A recent study among jewelry 
retailers showed that 94% wanted 
the campaign repeated this year. 
Last year, a total of 6,852 stores 
tied in. Hicks & Greist, New York, 
is the agency. 


Elects Hodupp Director 

Personal Products Corp., Mill- 
town, N.J., has elected J. Jay Hod- 
upp a director of the company. In 
charge of all local and national 
advertising and merchandising, 


81 


Mr. Hodupp has been with Person- 
al Products, a subsidiary of John- 
son & Johnson, since 1954. 
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For short term swing 
trading in grains .. . 
OR active stocks .. . 
(Check which). 


No oe Just clip and 
mail 
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LESTER B. ROBINSON 
1204 Russ Building 
San Francisco 4, California 


Beautiful 
balance! 


WHO.-TV serves 42 central lowa counties — over 
329,000 families — over 85% of them owning TV sets. 


Annual Effective Buying Income is $5002 per family 


($96.20 per week!) 


It’s a well-balanced market, too — split almost exactly 
50-50 between urban and non-urban. (Incidentally, 


new U.S. Census Bureau figures for 16 states rank lowa 


first in farm TV-set ownership!) 


WHO.-TV dominates this market as no other medium, 


or combination of media, possibly could. Loyal lowans 
watch WHO-TV by the hour, and buy the products 


that bring them the 
316,000 watts. 


Ask Peters, Griffin, Woodward for the proof! 


Central Broadcasting Company, 
which also owns and operates 
WHO Radio, Des Moines 


shows — on Channel 13, 


WHO-TV is part of 


WOC-TV, Davenport 


WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 
WHO-TV 


WHO-TV 
_»WHO-TV 


WHO-TV 


WHO-TV 


Channel 13 - Des Moines 


Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 
Robert H. Harter, Sales Manager 


Peters, Griffin, Woodward, Inc. 
National Representatives 


Mee 


Affiliate 
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THE 


LANDING 


STRIY 


as seen by 
JOHN BURGOYNE 


We see where Elvis Presley's go- 
ing into the Army in the near future 
Now, that leads up to a couple of in- 
teresting speculations. In the first | 
place, what do you suppose those | | 
Army barbers’ll do when they see | 
those sideburns? Cut ’em tender, cut 
’em sweet or ol’ Elvis’ll end up in 
Heartbreak Hotel. 


And then, of course, it’s going to be 
a little hard in his platoon to march 
the way he does, although we ex- | 
pect the zigzag motion of the outfit 
would be hard for anybody to shoot 
at in a battle. 


x** 


There's a chance, too that Elvis 
will introduce a new style in battle 
yells. We can just see a whole army 
going over the top screaming: “You 
ain’t nothin’ but a hound dawg!” 


x * * 


A food manufacturer was making 
several kinds of frozen meat pies. In 
making up a new advertising cam- | 
paign, he decided to do some check - 
ing on the sales of his pies in dif- 
ferent areas. Do they like chicken 
pie up north and beef pie down 
south? That was a poser. “Call Bur- 
goyne,” his secretary said. He did 
and soon the fact finders were at | 
work in Columbus, Roanoke and | 
Tacoma. Their reports gave him his 
answers and he was off to the races. 


x * * 


After one fruitless promotion cam-_ 
paign had left a bad taste in his 

mouth, a manufacturer of mouth | 
wash decided to do a little research | 
on his sales so that he could plan his | 
efforts more effectively. He was | 
wandering around, uncertain about 

how to get started, when he ran into 

John Burgoyne, who was passing 

through town. Burgoyne outlined a 

survey in Syracuse, Springfield and | 
Wichita. The manufacturer said, | 

“O.K..” and Burgoyne went to work. | 

It didn’t take him long to come up | 
with concrete answers that enabled | 
his client to form his plans. 


2. ww 


if you want to know what's what, 
aie call or holler for Burgoyne and 
he'll be on the job before you can 
say I godacoldinanose. 


FIRST WATIOWAL BANK BLDG., CINCINNATI 2, OHIO 


Hutchinson 


BOOK PARTY—Getting the first copy of a new book, 
“Advertising at the Point of Purchase,” is Walter J. 
Ash, vp and sales manager of Consolidated Litho- 
graphing Corp. and chairman of the executive com- 
mittee of Point-of-Purchase Advertising Institute. 


Paul West, president of the Assn. 


West Jackson 


of National Ad- 


Ash 


vertisers, hands over the copy. Also shown are Don- 
ald S. Hutchinson, vp in charge of sales of Lutz 
& Sheinkman, Popai board chairman; Norton Jack- 
son, Popai executive director, and Paul Mayer, vp of | 
Kirsch No-Cal Beverages. The book was compiled 
through the efforts of Popai and ANA (AA, Jan. 21). 


Mayer 


‘SI’ Expands in Midwest; 
Appoints Hanrahan 
Effective with the Feb. 4 edition, 


Sports Illustrated’s Chicago region- 
al edition will be enlarged to in- 


clude the Minneapolis-St. Paul 
market and the state of Minnesota. 
The edition will be called “midwest 
regional.” 

Wonald E. Hanrahan, formerly 
with Fawcett Publications, has 
joined the Chicago sales staff of 
Sports Illustrated. 


‘Population Is Booming, President's Council 


WASHINGTON, Jan. 29—The Pres- 
ident’s Council of Economic Ad- 
visers has emphasized that vast 
changes in the size and makeup of 
the national population are having 
a profound impact on our need for 
homes, schools, jobs, hospitals, 
highways and other public and 
private institutions. 


it takes time to call 3 


ONE CALL DOES IT ALL 


In advertising production, time means money. Faithorn 
offers you finest quality typography, photo engravings 


and printing.. 


.all under one roof to save you time and 


money. You make just one contact—why triple your 


work? One call does it all... phone Whitehall 4-2300 


ALTHOLM corrorarion 


N. Dearborn St. Chicago 10, IMlinois [ss 


-SETTING 
ENGRAVING 
PRINTING 


|of household formation, 


Says; There'll Be 228,500,000 People by ‘75 


On the basis of current birth 
rates, the council estimated that 
population would increase from 
its current 165,000,000 to 180,000,- 
000 by 1960. 

The report noted that as recently 
as September, 1946, experts ex- 
pected population would be 153,- 
000,000 by 1960 and 164,500,000 by 
1990. 

In the economic report, Presi- 
dent Eisenhower was generally op- 
timistic about the business out- 
look. He called for restraint on the 
part of business and labor to check 
the current upswing in prices, but 
he said most indexes indicated 
1957 will continue to be a boom 
year. 


® Turning to the challenges raised 
by the expansion of population the 
report noted the number of young 
people reaching their 18th birth- 
day in the mid-1970s will be dou- 
ble what it was in 1956, with the 
college age population up 60%. 

“The number of first marriages, 
which will be reflected in the rate 
is likely 
to be substantially larger in the 
mid-1960s than at present and very 
much larger in the late 1960s and 
1970s.” 

The council’s analysis of future 
population trends said that barring 
catastrophe it can be expected that 
by 1961 the number of children 
aged five years will be about dou- 
ble the number of the low years 
before World War II, and that by 
1968 the number of children aged 
12 will be roughly double what it 
was in the late 1940s. 


® Because of lower death rates, 
the report anticipates the number 
of 18 year olds and college age men 
and women will be higher than the 
low birth rates of the 1940s would 
indicate. 

In a decision of marriage trends 
and household formation outlooks 
the report said the number of 20- 
year-old women, a typical age for 
marriage, in 1974 will be double 
the number in 1954, while the 
number of women 20-34, when 
child rearing is at a maximum, 
will rise moderately in the early 
1960s and sharply from 1967 to 
1975. 

The report said current trends 
point to a population of 206,900,- 
000 to 228,500,000 by 1975. e 


Calkin & Bayley, Industrial 
Consultant, Opens N. Y. Office 
Calkin & Bayley, new in- 
dustrial consultant organization, 
has opened offices at 50 E. 41st 
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, St., New York. It will specialize in 
| marketing and economic research, 


| product and market development, 
and similar types of work. 


Officers are John B. Calkin, 
formerly with Foster D. Snell Inc., 
president; George T. Bayley, for- 
merly with the chemical advertis- 
ing department of the Journal of 
Commerce, executive vp; Robert 
Frank, previously a_ technician 
with Fertilizer Sales Ltd., London, 
vp in charge of marketing and 
economic research, and John L. 
Parsons, pulp and paper industry 
consultant, vp in charge of pulp 
and paper research. 


| Intracel Enters Canada 


Intracel, Vitamin Corp. of Amer- 


| ica’s liquid muscular pain reliever, 


is being introduced into Canada. 
Initial promotion plans include di- 
rect mail to the retail drug trade, 
page ads in English and French 
drug trade journals and frequent 
large-space ads in selected English 
and French dailies across Canada. 
Batten, Barton, Durstine & Osborn, 
New York, is the agency. 


FREQUENCY 


There are all kinds. In Los Angeles 
television, and especially on KTTV, 
daytime frequency is all the rage, 
and little wonder : 


A new specialty product, 
advertised only on KTTV, has 
gone from a standing start to 
an output of one million units 
a day within six weeks. 


This kind of sales results isn’t hard 
to believe if you know the selling 
dynasty of KTTV personalities. 


This million-a-day manufacturer 
relied almost entirely on two of them 
— Norma Gilchrist and Steve Martin 
— both seen in the daytime.* 

\f many times a week you apply the 
selling pressure of KTTV's daytime 
personalities to the great multi- 
tudes they reach, you just almost 
won't believe what will happen.Try it. 


Ee’ EY’ EW i 
Los Angeles Times-MGM 
Television ~— ) 


Represented nationally by BLAIR-TV 


*Daytime TV in L.A. is phenomenal — 
1956 Pulse shows sets-in-use at an ail- 
time October high at 17.7, 14% above 
@ year ago and 26% higher than New 
York Sets-in-Use. 
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Advertising Age, February 4, 1957 


White Stag Sets 
Magazine Ads for 
Sports Fabrics 


Since ‘84, Clientele Grew 
from Clipper Skippers 
to Sportswear Makers 


PoRTLAND, OrE., Jan. 29—White 
Stag Mfg. Co., sportswear manu- 
facturer which chalked up a $20,- 
000,000 volume in 1956, is aiming 
for $24,000,000 this year and has 
scheduled its “most aggres- 
sive” advertising program to help 
achieve it. 

For spring and summer, a girls’ 
wear campaign will appear in 
Vogue; a men’s wear campaign 
in Esquire and Sports Illustrated; 
and a women’s campaign in 
Charm, Glamour, Mademoiselle, 
Seventeen, The New Yorker and 
Vogue. 

In addition, a multi-page ad sec- 
tion for women’s and girls’ wear 
will run in the April Vogue plus 
a multi-page unit for women’s 
wear in the April Mademoiselle. 

As in the past, the women’s 


campaigns will be based on fab- 


WINDY—White Stag will run this 

two-color ad in the February 

Charm and March Glamour to pro- 

mote “wind-splashed, air-condi- 

tioned sailcloth.” H. Richard Seller 

Advertising, Portland, is the agen- 
cy. 


rics. This year four fabrics will 
be featured, with a separate cam- 
paign and theme created for each 
fabric group: 


e Sailcloth will be advertised 
as “Wind-splashed, air-conditioned 
sailcloth.” 


e Poplin will be promoted as 
“Fun-touched in iced poplin.” 


e Polished cotton, called Sun- 
sheen, will be featured as “Sun- 
struck in lustrous Sunsheen.” 


e Shantung weave, called Sun- 
tang, will be promoted as “Island- 
spiced.” 

Separate merchandising kits 
have been assembled for each 
fabric group, including window, 
aisle and counter displays, state- 
ment stuffers and newspaper 
mats. The company also has had 
theme songs composed and re- 
corded for each fabric group. One 
side of each record has open-end 
radio spots, while the other side 
has background mvsic for fashion 
shows. 

H. Richard Seller Advertising is 
the agency. 

The above promotions are in 
keeping with the company’s cus- 
tom of taking sturdy, everyday 
fabrics (pre-faded denim or mat- 
tress ticking are two past suc- 
cesses), dying them in fashion 
colors, and then styling them 


ual flair. 

The company then surrounds 
these so-called basic or classic 
styles with an aura of fashion by 
promoting them in high-fashion | 
ads in fashion magazines. Since it | 
is not an item house, it puts the 
emphasis on co-ordinated groups 
or collections, rather than on spe- | 
cific items. 


® The men’s’ wear campaign, | 
handled by E. A. Korchnoy Ltd.. | 
New York, is similarly planned | 
with four fabric promotions. This | 
year each style has been designed | 
to coordinate with every other | 
style in its particular fabric group. | 

The campaign starts with a) 
Valentine’s Day ad for Bantamac | 
jackets in the March Esquire. A 
nubby textured fabric called Dub- | 
linn will be advertised in the) 
April Esquire, while the company’s | 
Sunsheen polished cotton will be) 
advertised in the May issue. The | 
sail duck collection, called Wind- | 
jammers, will be promoted in the 
April 8 Sports Illustrated. 

Newspaper mats, blow-up post- 
ers and envelope stuffers are of- 
fered to stores, as are gift pack- 
ages of shirt-pants combinations. 

White Stag’s top-selling fabric 
is still sailcloth, the fabric that 
put it into business back in 1884 
when the company was sailmaker 
for clipper ships plying the fur 
trade from New York by way of 
Cape Horn. 


® During the Alaskan gold rush, 
it then branched off into making 
tents and tarpaulins for the gold 
hunters. From there it was a 
short jump into supplying loggers 
with water-repellent clothing— 
plain army duck dipped in melted 
paraffin or tallow and called “tin 
pants.” 

After that the company bought 
into a woolen mill and started 
making hunting and fishing cloth- 
ing, introducing the plaid “lum- 
berjack.” 

It was in 1931 that the company 
went into skiwear, which now 
comprises 10% of total volume. By 
1940, it expanded into men’s and 
women’s sportswear, and in June, 
1956, it doubled its men’s wear 
division by joining with Marcus 
Breier Sons, maker of Bantamac 
men’s sportswear. 

The company originally was 
named Hirsch-Weis, but when it 
started to advertise nationally in 
the late 1930s, it sought a more 
attractive name—so simply trans- 
lated the names from the German 
and then transposed them, to form 
White Stag. 


KENNETH A. FORD 

Cuicaco, Jan. 29—Kenneth A. 
Ford, 57, veteran agency owner 
and advertising executive, died of 
cancer Jan. 23 in Perry Memorial 
Hospital. He had been ill for 
three months. 

Mr. Ford was president and 
owner of Triangle Advertising 
Agency which he founded here in 
1939. Prior to then, he was one 
of the principals in the old Ford, 
Browne & Matthews agency with 
Burton Browne and Ralph H. G. 
Matthews. This agency was or- 
ganized in 1934 and dissolved in 
1939 when Mr. Ford and Mr. 
Browne decided to form their own 
agencies. 

Before entering the agency bus- 
iness, he was editor of the old 
Retail Furniture Selling maga- 
zine, a trade publication, which he 
owned with Mr. Browne. Prior to 
then, he was editor of Systems 
magazine, forerunner of Business 
Week. 

Mr. Ford was born in Orange, 
Tex., where his father was pub- 
lisher of the Orange Times. The 
family later moved here and Mr. 
Ford attended the University of 
Illinois where ‘he majored in ag- 
riculture. He was considered an 
expert on agricultural accounts 


functionally with a free and cas-| Navy in World War I. 


and in the hybrid seed corn in- 
dustry. He served in the US. 


piRECT—For the 
first time in its 51 
year history, the 
Food & Drug Ad- 
ministration is 
using advertising 
placards to warn 
the public about 
a remedy it con- 
siders worthless. 
This attack on 
the Hoxsey can- 
cer treatment 
will be posted in 
post offices and 


less by two Federal courts 


- Public 


The Hoxsey treatment costs $400, plus $60 
oddinonal bees expenditures which will yreld 


Beware! — 


WARNING AGAINST THE HOXSEY CANCER TREATMENT 


Selbevers trom cancer, thew bomibes 
and all concerned with the core of cance: ponents 
are hereby advised ond warned that the Homey 
treatment bor internal candy has been found worth. 


phy scans nothing of valve in the core of cancer lt comsets 
essentially of semple drugs which are worthless 


bor weating cancer 


The Food and Drug Adminstration condected a 
thorough investigation of the Howey treatment and 
the caves which were claimed to be cured Nor 
@ waggle verified core of internal cancer by this 
treatment has been bound 


other federal 
buildings. The 
step was taken 
because court ac- 
tion against Hox- 
sey cannot be 
completed for 


Death from cancer 


Those afflicted with cancer are warned not to be misled by the false 
promise that the Hoxsey cancer treatment will cure or alleviate their 
condition. Cancer can be cured only through surgery or radiation. 


proper medical treatment because of the lure of a painless cure “with- 
out the use of surgery, x-ray, or radium” as claimed by Hoxsey. 


is inevitable when cancer patients fail to obtain 


some time, and 
the treatment is 
still being vigor- 
ously promoted. 


Anyone planning to try thes teetment should get the bocts about it 


fo bom egemanee motte te 
US DEPARTMENT OF MEAL IN EDUCATION AMD WELFARE 
fond 


ent Ory 
Watowe 15 0 6 


Nielsen Loses 
Rating Service 
Fight in Britain 


(Continued from Page 1) 
receivers. TAM has claimed that 
its service is more rapid and more 
accurate. Nielsen emphasizes the 


accuracy of its machine tabula- 
tions. 

After TAM emerged victorious | 
in the first test, Arthur C. Nielsen, 
president of Nielsen, in reply to 
statements made to the press by 
the head of TAM, charged in a) 
letter to ADVERTISING AGE that the | 
British had shown favoritism to the 
British company. He alleged that 
TAM was picked despite the “ob- 
viously better service” provided by 
Nielsen “at a lower price.” 


s Nielsen Co. had high hopes that 
it would fare better in the second 
round. The decision to give TAM 
an exclusive five-year contract not 
only dashes these hopes but may 
force Nielsen to abandon its tv 
rating service in Britain. 

Estimated value of the research 
contract is between $200,000 and 
$300,000 annually. A steering com- 
mittee representing British adver- 
tisers, agencies and tv stations was 
set up to make the decision on a 
research service. 

TAM is an outgrowth of a mar- 
ket research company, Attwood 
Statistics Ltd. It is headed by Bed- 
ford Attwood. 


® In Chicago, headquarters of the 
Nielsen organization, officials told 
AA they were puzzled by the deci- 
sion. They said that the industry 
committee had said earlier that the 
services are similar in all major 
respects and capable of meeting 
the contract specifications. They 
said also that it had been under- 
stood that the committee’s decision 
would turn primarily on the prices 
quoted. 

Nielsen officials speculated that 
the decision might have been in- 
fluenced by the fact that TAM is a 
small organization struggling to 
get a foothold, whereas Nielsen is 
well established in England and 
Europe. The Attwood group, Niel- 
sen said, had stated it would not 
be able to stay in business without 
the contract. 

This, coupled with the fact that 
many advertisers and agencies 
may have been less favorably dis- 
posed to an American company be- 
cause of recent strained relations 
between the U.S. and Britain over 
the Suez situation, may have 
tipped the scale in TAM’s favor, 


Nielsen said. 


D’ Arcy’s Gigantic Sniff 

Detroit, Jan. 31—Plymouth di- 
vision of Chrysler Corp., which 
professes to be quite happy with its 
present agency, N. W. Ayer & Son, 
is still being pitched at ardently. 

Most recent assault on the $10,- 
000,000 account was made by 
D’Arcy Advertising, which con- 
ducted what has been called the 
“most ostentatious” presentation 
ever made. It is said to have cost 
more than $100,000 and to have re- 
quired a truck to bring it to the 
Chrysler Corp. offices. 

A Plymouth official said he 
doubted the presentation was 
truck-size, but admitted it was 
“gigantic” and revealed it was the 
second pitch D’Arcy has made of 
late. “They’ve been sniffing around 
for months,” he said. * 


Senate to Probe U.S. 
Interests in Canadian 
Newsprint Companies 


(Continued from Page 1) 
ing industry present their views 
and recommendations,” he told the 
Senate. 

Noting that newsprint prices 
have increased $63 per ton over a 
ten-year period, while manufac- 
turing and freight costs are up 
only $41, he said the newsprint 
industry is like a colossal spider 
web spanning the whole of Cana- 
da, extending across the U. S. bor- 
der and down into our southern 
states. 


s “Lurking somewhere in _ that 
web is the spider himself. Govern- 
ment anti-trust officials have been 
trying to capture him for years. 
From 1933 to the present he has 
devoured the profit margins of 
publishers by sending the price of 
newsprint up 325%. Like helpless 
flies the smaller publishers have 
been squeezed to death. Larger 
publishers fight for their lives. Be- 
tween 1932 and 1952, 749 daily 
newspapers disappeared either 
through merger, consolidation or 
failure. 

“Some say the spider lurks in 
Canadian territory. Some say he 
lives on our side of the border. 
There is evidence that he operates 
like a cartel, and the years have 
produced strong traces of his price 
fixing and restraint of trade ac- 
tivity.” 


. 
‘Graphic 57’ Set for June 
Graphic 57, the international 


fair of printing and allied trades, 
will be held in Lausanne, Switzer- 
land, from June 1 through June 
16. The 9th International Con- 
gress of Printing and Allied 
Trades will be run concurrently 
with the exhibition. The congress 
convenes every three years. 


Test Cities Are a 
Market Research 
‘Abomination’: Dutka 


New York, Jan. 31—“One of the 
abominations in this field is the 
concept of typical test cities. There 
is no typical test city.” 

Solomon Dutka, president, Au- 
dits & Surveys Co., made this as- 
sertion today in a luncheon talk 
before the American Marketing 
Assn. on how to conduct test mar- 
ket research. He pointed out that 
the mere entrance of a new product 
into a so-called typical city imme- 
diately made it an atypical city. 
Further, he maintained, results of 
market research in “typical” test 
cities may be invalid because in 
these cities there is a tendency to 
heavy competition, both vertically 
and horizontally, between various 
products being tested. 

Poor test market research kills 
many potentially good products 
and conversely, results in many 
“dogs” being brought into the mar- 
ket. 


® The problem, Mr. Dutka said, “is 
not whether we are successful in 
test markets but how successful 
will we be when we go national.” 
To help solve it, all test operations 
should have some sort of built-in 
mechanism which will anticipate 
what will happen on a national 
basis. 

Market research men, he main- 
tained, ought to be called in on a 
new product just as soon as hand- 
made models of the product ap- 
pear. Deciding what to spend on 
market research should be related 
to the over-all cost of wrongly 
going national, rather than the 
over-all test market promotion 
costs. 


s Mr. Dutka advocated guessing 
over “half-baked” research. “If you 
are not prepared to spend the re- 
sources, then make a guess.” 

The market researchers should 
set down a list of objectives before 
tackling a problem, such as: 


e Providing national estimates of 
annual sales. 


e Measuring the purchase, repur- 
chase and use rate of the product. 


e Testing consumer reaction to the 
advertising copy and appeals. 


e Measuring the user’s satisfaction 
with the product. 


e Measuring the dealer’s reaction 
to the product and its promotion. 


Mr. Dutka emphasized the im- 
portance of establishing criteria for 
the evaluation of the product be- 
fore the test program starts. These 
would include deciding the criteria 
for going national, for withdraw- 
ing the product and even what it 
takes to be undecided about the 
product’s future. 

Otherwise, he cautioned, the fi- 
nal decision may be made not by 
research standards, but “by the guy 
with the loudest voice.” - 


Retail Food Store Sales 
Climb 6% in 1956 


Retail food store sales climbed 
6% in 1956 to a total of $46,051,- 
000,000, according to the 10th an- 
nual financial survey conducted by 
Food Topics and Food Field Re- 
porter. The increase was “the 
sharpest percentage gain since 
1953.” The 1956 volume was 60% 
above the sales recorded 10 years 
ago, when the first survey was 
taken. 

Chain stores continue to set the 
pace. They now account for 43% 
of total food store sales, compared 
to their 36.8% slice in 1947. Full- 
line retail stores now account for 
85.4% of all sales, compared to 
79.1% in 1947. Of the $2.5 billion 
increase chalked up by full-line 
retailers in 1956, the chains ac- 


counted for $1.3  billion—more 
than half. 
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FE ADVERTISING MARKET PLact 


Rates: $1.25 per line, minimum charge $5.00, Cash with order. Figure all cap 


lines (maximum—two) 30 letters and spaces per line; upper & 


case 40 


per line. Add two lines for box number. Closing deadline: Copy in written form 
in Chicago office no later than noon, Wednesday 5 days preceding publication 
date. Display classified takes card rate of $16.50 per column inch, and card dis- 


counts, size and frequency apply. 


HELP WANTED 


HELP WANTED 


ADVERTISING SALESMAN 
Experienced selling advertising in mer- 
chandising trade papers. For leading food 
and grocery store publication. Territory 
in Mid-West from Chicago office. Must 
travel extensively. Food trade experience 
helpful. Salary and expenses paid. Bonus 
plan. Submit resume experience, educa- 
tion, salary desired, when available. 

Box 9298, ADVERTISING AGE 
480 Lexington Avenue, New York 17, N.Y. 


ADVERTISING AND 

SALES PROMOTION ASSISTANT 
Midwestern manufacturer of electrome- 
chanical equipment has position open for 
young man with technical and sales back- 
ground. Work includes planning and writ- 
ing technical sales literature, direct mail, 
sales manuals, and publicity. Send com- 
plete resume with salary requirements to 

Box 9300, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


HELP WANTED 


POSITIONS WANTED 


NEWSPAPER 
REPRESENTATIVE 
wanted by Chicago Office of prominent 
Newspaper Representative firm. 


We want a mature, aggressive man pref- 
erably with national advertising experi- 
ence on a newspaper in a competitive 
market 

or 


one with a proven record with a Newspa- 
per Representative firm preferably in Chi- 
cago. 


In replying give complete outline of ex- 
perience, family status, etc., and salary 
expected. 

All replies held in strict confidence. 


Our staff knows of this advertisement. 


Box 9308, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Wanted—Young Ambitious Agency Man— 
Interested in printing sales career with 
well established offset and letterpress 
plant. Salary $125.00 per week, plus 
commission and expense arrangement. 

Box 9282, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
If You're in ADVERTISING 
Your Job is MY BUSINESS 
Call Miss Barnard at 
Wa. 2-2306 for the really 
BIG positions in Advt. 
Radio, TV, Publishing and 
Pub. Rel. See me now!!! 

202 S. State St., Suite 1302-4 
ASSISTANT ADVERTISING MANAGER. 
Opportunity exists in U S' marketing man- 
agement organization operating in Toron- 
to, Ontario to act as advertising manager 
for over 6 companies managed by this 
organization. We are looking for an as- 
sistant advertising manager who is look- 
ing for a future with more scope in a 
country that is booming. Experience must 
include rough layouts, writing text, pro- 
duction including buying, familiarity with 
mail handling and duplicating equipment 
—also handling personnel. Send your 
complete resume including salary ex- 
pected to 

Box 9299, ADVERTISING AGE 

480 Lexington Avenue, New York 17, N.Y. 

Advertising Space Sales—Rapidly growing 

electronic publishing company is looking 

for space salesmen in eastern territories. 

Experienced space salesmen preferred. 

Age 25-35. Salary open. Send resume. Hay- 

den Publishing Company, Inc., 19 E. 62nd 

Street, New York 21, New York. 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 

209 S. State St. Ha 7-1991 Chicago 
ADVERTISING MANAGER — LEADING 
FURNITURE MANUFACTURER 
We want an experienced girl who knows 
the ins and outs of furniture advertising. 


We are among the top national advertisers | 


in the field. And your duties will include 
publicity, retail ad mats, national ads and 
collateral materials. 


Salary begins at $5,200 with tremendous 
opportunity for advancement in the fast- 
est growing firm in the industry. Reply 
with complete details and resume 
Box 9301, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ART DIRECTOR wanted by established 
agency in Greater Miami. Good layout 
man, capable of considerable finish. At 
outset, part of your pay in sunshine, but 
potential exceptionally appealing . 
Box 9302, ADVERTISING AGE 
200 E. Tilinois St., Chicago 11. Tilinois 


JOB MARKET 
f 


or 
CREATIVE TALENT 
ADMINISTRATIVE PERSONNEL 
MOLENE An 3-4424 
Bankers Bidg. Chicago 3. 
FIELD EDITOR 
For old established dealer magazine, pub- 
lished in Chicago. Good with words and 
camera, able to go and get the story. Ex- 
perience on dealer paper helpful. Send 
resume, salary ideas. 
Box 9303, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


JINGLE 
SALES REPRESENTATIVE 
Man with radio or TV sales background, 
now calling on agencies, preferred . ° 
especially if covering Baltimore, Washing- 
ton, Pittsburgh, Cleveland or South. 
Box 9304, ADVERTISING AGE 
480 Lexington Avenue, New York 17, N.Y. 
PRODUCTION MANAGER 
Medium sized 4A advertising agency offers 
experienced man a desirable job in Chi- 
cago office. Complete responsibility for 
all production. 
Box 9305, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ART SALESMAN 
We have an opening for a young, ambi- 
tious art salesman. Studio with expert 
staff, proven reputation. Opportunity for 
growth and stock participation. Salary, 


ADVERTISING LAYOUT MEN 
Here’s your chance to escape the mad pace 
of Metropolitan Chicago. Think of it... 
all the prestige arid experience of national 
account work in the relaxed atmosphere 
of a small town, within easy driving dis- 
tance of Chicago. You must have a back- 
log of diversified experience, be capable 
of visualizing and developing complete 
campaigns, including collateral materials. 
Submit that resume now, along with sal- 
ary requirements. All replies confidential, 
of course. Write 

Box 9306, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


PROMOTION 
ASSISTANT 
MAJOR NATIONAL MAGAZINE 


One of America’s largest, most successful 
magazines needs young, imaginative man 


to help create and administrate merchan- | 


dising services for its advertisers. Appli- 
cant should be able to demonstrate previ- 
ous performance in creating sales letters, 


direct mail advertising copy, etc. Include | 
samples with application. Excellent foot- | 


hold in advertising promotion activities of 
one of the largest publishing companies. 
Location New York City. Age 22-26. Start- 
ing salary $5,000 with excellent opportu- 
nity for advancement. Bex AA 661, 125 
W. 4ist St, NYC. 


commission. Excellent earning 
ties. Write giving all details. 
Box 9307, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


to the AGENCY MAN 


who wants to 


— START LIVING AGAIN— 


There's an opening in a leading Denver, 
Colorado agency for an experienced ac- 
count executive who can also handle cre- 
ative and, on 4 copy i ts 
This 2 milion dollar agency is headed 
for big growth ahead and wants a man 
who's proven himself in larger agencies. 
Knowledge of airline and food accounts 
would be helpful. You'll work in agency's 
new, modern building in a suburban Den- 
ver location, and have a chance at skiing. 
fishing, hunting and other sports which 
are a part of living in America’s greatest 
vacationland. Salary good for the right 
man—chances for adv t 1) 
Write Box 436 Advertising Age. 
200 E. Tilinois St., Chicago 11, Illinois 


2. 
3. 
4. 


Send résumé to: 


WANTED 


MARKETING-MERCHANDISING EXECUTIVE 
$25,000 


Important opportunity for top-level executive for chal- 
lenging position in first-rate advertising agency. Only 
seasoned executives around 40 with experience that 


qualifies them in the following areas should apply: 
1. Writing marketing plans 
Developing merchandisable promotions 


Analyzing sales, selling, distribution 


Supervise, after helping to set up, 
merchandising field force 


Consumer packaged goods background preferred. 


Position involves extensive travelling throughout U. S. 


JOHN ORR YOUNG, Management Consultant 
113 West 57th Street, New York 19, N.Y. 


WANTED - COMMERCIAL ARTIST 
Excellent opportunity with growing ad- 


vertising agency located 90 miles west of | 


hicago. No commuting; excellent com- 

munity to live in. Strong creative ability 
preferred. State background in reply. 
Box 9308, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING RESEARCH 


Large manufacturing of con- 
sumer supermarket products 
has opening for a supervisor of 
advertising research in market- 
ing research department. Direct 
responsibility for analysis of the 
effectiveness of company adver- 
tising programs including rec- 
ommendation for improvement. 

The individual we seek must 
be thoroughly grounded in all 
phases of copy and media re- 
search, including statistics, and 
must have the human skills to 
deal effectively with ne 
agency, research agency an 
corporate marketing manage- 
ment personnel. 

This is a unique growth op- 
portunity for a young man with 
two to five years experience in 
advertising research who wants 
to join a progressive organiza- 
tion and develop himself to his 
maximum potential. 

Location: Philadelphia metro- 
politan area. 

Salary: Determined on an in- 
dividua is. 


Box No. 437, Advertising Age 
480 Lexington Ave., N.Y.17, N.Y. 


TOP CREATIVE ART DIRECTOR 
AND LAYOUT MAN AVAILABLE 
Perm. or free lance basis. Chicago only. 
Box 9258, ADVERTISING AGE 
200 E. Iliinois St., Chicago 11, Illinois 
YOUR GRASS IS THE GREEN GRASS! 
Copy man would like to stray, as he’s now 
done enough contact to know he likes it 
more, does it better. 29, family, degree. 
Under $10,000 and would be delighted to 
carry older boy’s briefcase for a while. 
Box 9310, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
NEED MORE HOURS in your day? 
Stretch your hours by using my unusual 
agency background. Do media, market, 
sales analyses—help on copy, research— 
pinch-hit on contact—follow thru on de- 
tails that haunt you. Female—forties but 

not fossilized. 

Box 9311, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
NEED NEW BUSINESS! 

If you have a well-staffed agency that is 
anxious to grow and can do a sound ad- 
vertising job—here’s new business for you 
on a commission basis. Write in confi- 
dence for a sound proposal. 

Box 9312, ADVERTISING AGE 
480 Lexington Avenue, New York 17, N.Y. 
Top Ad Exec. seeks spot as Ad Director or 
business mgr. 17 yrs. exper., agency, 
newspaper. Sales, ideas, organization are 
forte. 39 yrs. old, stable, aggressive, pro- 
gressive. Write 

Box 9313, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 

Creative, enthusiastic copy and lite art 
in advertising or sales promotion by young 
woman. Minimal background, maximal 


Park, Illinois 


CREATIVE INDUSTRIAL AD MGR 
Desires relocate South or West. 10 years 
heavy experience all phases advertising & 
sales promotion. 33, single. Yours for $10M 
a year, plus growth potential. Apt. 3T, 
1700 York Ave., New York 28%, N.Y. 

PR - PUBLICITY MAN, CONTACT 

TRADE-HOUSE MAGS, COPY 
| All media agency, newspaper, printing 
| and photog experience. Married, good refs 
| Box 9314, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 

INDUSTRIAL COPYWRITER 

At present copy chief small agency. 5 
year’s solid agency copy exp. on variety 
of industrial & consumer accts. Desire to 
specialize in industrials in larger agency. 
|} 29, married. Min. sal. $7,500. Resume, 
|} samples sent on request. 

Box 9315, ADVERTISING AGE 
480 Lexington Avenue, New York 17, N.Y. 

PRODUCTION MANAGER 

10 yrs. experience one 4-A agency and 
extensive prior printing background wants 
to re-locate South or West. Employed. 

Box 9316, ADVERTISING AGE 
480 Lexington Avenue, New York 17, N.Y. 
| ART DIRECTOR, highly creative, wants 
to join top-notch progressive ad team. 

Box 9317, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
ESMAN 

| 28, degree in Advertising, strong on sales. 
| Now with newspaper. Seeks position with 
trade or consumer publications. 
| Box 9318, ADVERTISING AGE 
480 Lexington Avenue, New York 17, N.Y. 
| Advertising Space Salesman desires to 
| represent a publication on part or full 
bag basis. Good contacts with Ad Agen- 
| cies. 

Box 9319, ADVERTISING AGE 
480 Lexington Avenue, New York 17, N.Y. 


| Film Artist, Writer, Director: Slide film, 
slides, animation, TV, Motion Picture-col- 
| Or. B & W. Nine years with leading N.Y. 
| film studio; personally responsible for 
ideas, story, art, production, client con- 
tact; top national accounts. Available for 
freelance assignments - complete produc- 
tion. Co 5-7229 N.Y., or 
Box 9320, ADVERTISING AGE 

480 Lexington Avenue, New York 17, N.Y. 


Ad Dept Asst - a profitmaker - 6 yrs. exp. 
in adv., sales prom, P/R. Age 28. 

Box 9321, ADVERTISING AGE 
480 Lexington Avenue, New York 17, N.Y. 


Sparkplug needs new motor. 12 yrs. crea- 
tive production. Relocate anywhere. 

Box 9322, ADVERTISING AGE 
480 Lexington Avenue, New York 17, N.Y. 


EXECUTIVE SECRETARY-PRODUCTION 
MANAGER available. Thorough back- 
ground all phases advertising, printing 
production. Agency or publishing. 
Box 9323, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


with retail 


Box 435 Advertising Age 


Wanted: outstanding 
CAREER ADVERTISING WOMAN 


Mid-west 4-A agency seeking creative supervisor for 2 blue-chip 
accounts in women's apparel field billing over $1,000,000 annually. 


Here is a once-in-a-lifetime opportunity for the right woman. Starting 
salary is well in five figures with ample benefits. Job is a challenging 
one. Calls for a woman with the experience and creativity to come up 
with original, practical promotion ideas. She must be able to write 
‘way-above-average fashion copy for both magazines and newspapers. 
She must be able to get most from copy and art staff working under 
her direction. Should have the tact and diplomacy for successfully 
carrying off frequent direct contact with client. Prefer woman with 
both agency and retail background whose experience includes 5 to 10 
years of writing and supervising copy in fashion and apparel fields. Age 
80 to 40. Write, giving age, education, work and earnings history. Please 
include a few representative copy samples and recent snapshot. 


200 E. Illinois Street, Chicago 11, lil. 


background 


potential. Call GArden 2-9387. Evergreen | 
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REPRESENTATIVES AVAILABLE 
NORTHEASTERN REPRESENTATIVE 
Young, poised, experienced seeks publica- 

tion. Top contacts, energy, ambition. 

Box 9324, ADVERTISING AGE 
480 Lexington Avenue, New York 17, N.Y. 

PUBLISHERS 

Smal! publishers representative firm with 
ene of the finest records and reputations 
in the east has decided to expand. We are 
interested in selling advertising and as- 
sisting with all publishing problems. 

Box 9325, ADVERTISING AGE 
480 Lexington Avenue, New York 17, N.Y. 


REPRESENTATIVES WANTED 


SPACE SALESMAN, international adver- 
tising, New York area, wanted by old 
established publication. 
Box 9326, ADVERTISING AGE 
480 Lexington Avenue, New York 17, N.Y 
BUSINESS OPPORTUNITIES 
“Rural suburbia growing FAST 
Test it NOW in 
Sanders ABC 3, Geneseo, N.Y.” 
BUSINESS OPPORTUNITY 
Industrial Publication for Sale 
Box 9271, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


MISCELLANEOUS 
Buy saturation coverage on TV & Radio 
Giveaway shows in Los Angeles & the 
West at low cost. Film Star Endorsements 
also arranged. Write Reberts & Gall, 5880 


Hollywood Bivd., Hellyweod 28, Calif. 


COPY WRITERS 

$6,000 to $25,000 
Have immediate need for varied 
types of copywriters and copy 
contact men. Biggest demand is 
for background in foods, cos- 
metics, consumer durables and 
beverages. Can also use writers 
with solid histories in heavy and 
light industrials, with emphasis 
on electrical and electronic prod- 
ucts. If interested contact me in 
strict confidence. 

GEORGE E. PYLKAS 
Executive Advertising Consultant 
WABASH AGENCY 
202 S. State, Chicago 4, WAbash 2-5020 


PUBLISHERS 
A top space representative, early thirties, 
degrees, wants to work in lower New York 
and Connecticut area. Now selling me- 
chanical and electronic component field, 
but versatility encourages consideration 
for other advertising markets—consumer 
or industrial. Sincere approach has pro- 
duced remarkable sales record. Particular 
success with larger advertisers. Salary 
$12,000.00 te $15,000.00 depending upon 
incentive provisions. Box 434, Advertising 


Age, 480 Lexington Ave.. N. Y. 17, N. ¥ 


The Midwest's 
outstanding placement 
service for Adv. - Art & 

allied fields. 

By appointment only 
59 E. MADISON ~ SUITE 1417 
CHICAGO 2, ILL. 
CEntral 6-5670 


BIRCH 
* 


Executive 
Placement 
Counselors 


EDITOR FOR 

FARM MACHINERY LITERATURE 
We have an immediate opening for an 
experienced editor for farm machinery 
literature. Other duties, a semi-monthly 
newsletter to Dealers and a quarterly tab- 
loid to farmers. Some advertising 
ground or education desirable 
range between 6-7 thousand. Write details 
with background, education, experience 
and referenccs to Stanley Roberts, Fer- 
guson Division, 1721 Packard Avenue, 
Racine, Wisconsin 


CHICAGO AGENCY 
SEEKS EXPANSION 
VIA MERGER ROUTE 


Two active partners will discuss 
a name “Be. ° with some fully 
recognized hicago agency to 
whom several hundred thousand 
dollars in quality food and ap- 
liance billing would be particu- 
arly attractive. 


Box 439, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


DO YOU KNOW-— 


The leading SHAMPOO in 
sales, as well as two other 
contenders? 


The leading CLEANSER? 
The leading HAND LOTION? 


The number two DENTI- 
FRICE? 


A top DETERGENT? 
The leading DEODORANT? 


THEN YOU SHOULD KNOW 


an unusual, thoroughly aug- 
mented, situation makes this 
same top executive who con- 
tributed to these successes 
available for an equally im- 
porant new assignment with 
Agency or Manufacturer. He is 
a well known, recognized “PRO” 
in Advertising and Marketing. 
Completely confidential-Princi- 
pals only. 


Box 431, ADVERTISING AGE 
480 Lexington Ave., N.Y.17, N.Y. 
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Our 46th Year 
TV COMMERCIAL WRITER, Agcy. 
Film and live. Studio exp. to $15M 
be A yee trade. 


$17 
on SUPERVISOR, Industrial, 
me consum $13-$14M 
TECHNICAL WRITER, Electrical. 
Small city near Chicago to $8M 


GLADER CORPORATION 
“The Agency's Agency” 
Don Harris, Dir. Adv. Div. 

110 S. Dearborn CE 6-5753 Chicaro 


| 


By Stanley E. Cohen 
Washington Editor 
WASHINGTON, Jan. 31—Rep. 
Wright Patman (D., Tex.) pro- 
tested this week that oil refiners 


iF YOU WANT TO KNOW WHAT DEALERS 
AND SALESMEN ARE THINKING - os 
ING ABOUT YOUR PRODUCT—WHY 
GET THE INFORMATION FROM THE HORSE'S 
MOUTH? LET ME TELL YOU HOW 


FLEXIBLE ARRANGEMENTS TO FIT cir- 
CUMSTANCES. 


ADVERTISING AGE 


Box 438 
200 e' IWineis St., Chicago 11, Illinois 


are trying to induce gas jobbers 
|and service stations to fight his so- 
| called “equality of opportunity” 
| bill. 

For the past five years service 
stations and druggists have been 
among the strongest advocates of 


this bill (H.R. 11), limiting the 


== 


A complete placement service 


[ous satin] 


right of suppliers to trim prices to 
meet competition. Now, in a year 
in which the bill stands a good 
chance of passing, suddenly mem- 
bers of Congress report barrages 
of telegrams from service stations 
opposing the bill. 

In the House this week, Rep. 
Patman’s explanation had “cloak 
and dagger” overtones. He said a 


of Ad men, for Ad men... by an Ad man \letter marked “private and confi- 


who has worked in all the jobs himself 
for over 20 years 


333 NORTH MICHIGAN AVENUE - CHICAGO 
FRanklin 2-3280 


|dential” went to a select list of 
jobbers and big station operators 
last fall, calling a meeting in Chi- 
cago. Acceptances were to go to 
J. G. Jordan, 50 W. 50th St., New 


Graphic Arts Brokers & Salesmen: 
VALUABLE FRANCHISES 
NOW AVAILABLE 
Your future income will zoom 
with Sell-Print, Inc. Sales Promo- 
tion Tools. Fast-growing creative 
manufacturer of printed acetate 
signs, plastic point of purchase 
advertising material and displays 
now expanding into following 


territories: 
New York Pittsburgh 
Boston Cincinnati 
Philadelphia San Francisco 
Houston New Orleans 
Atlanta St. Louis 
Cleveland Louisville 

If you have an established 

clientele and want to add some 

sizzling sales promotion tools 


thot are really client-pleasing, 
SELL yourself to 
SELL-PRINT, INC. 


612 WN. Michigan Ave., Chicago 11, Ill. 


York 20, N. Y. 

According to the congressman, 
|investigation established that the 
38th floor at 50 W. 50th St. is the 
office of American Petroleum In- 
| stitute and that J. G. Jordan is vp 
|in charge of marketing of Shell Oil 
Co. and also marketing vp of 
American Petroleum Institute. 


|@ In a letter to Rep. Emanuel Cel- 
ler (D., N. Y.), chairman of the 
House judiciary committee, Rep. 
Patman contended stations cooper- 


Fine, Fast, Fairly Priced Photography 


pics 


photographers 


DEARBORN 2-1062 


CREATIVE 
COPYWRITER 


An unusual opportunity to join 
a talented group of men and wo- 
men who comprise one of Boston's 
leading and, we believe, fastest- 
growing advertising agencies. He 
probably now has a job but wants 
greater freedom of expression and 
the opportunity to work with an 
organization that is stimulating 
and refreshing.in its approach. He 
must be fluent, versatile and cre- 
ative, have a basic merchandising 
background and be willing to 
work as hard as the rest of us do 
here. To such a person we offer 
a springboard for advancement 
that is limited only by his own 
ability. Write stating complete 
background. 
Box 433, ADVERTISING AGE 

480 Lexington Ave., N.Y. 17, N.Y. 


187 N. LASALLE, CHICAGO = ILLINOIS 
PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 
ADVERTISING 
SALES PROMOTION 
MANAGER 
A Chicago manufacturer is 


seeking a young man to head 
advertising department. Items 
are electro-mechanical distrib- 
uted through jobbers and reps 
to process al allied industry. 
Company is a medium-sized, 
progressive one. Seeks man with 
Neg 5 years experience—under 


Must have college degree, have 
creative ability, plus personality 
—drive and ability to advance 
beyond this position into sales 
administration. An excellent = 
portunity for young man w 
has potential. 
Employer assumes our fee— 
salary is open and bonus. 
B. L. CLEM 

DRAKE PERSONNEL, INC. 

220 S. State Chicago HA 7-8600 


ing budgets in TV, radio 


SEASONED 
ADVERTISING EXECUTIVE 


15 years of promotional experience in originating and 
supervising campaigns for highly competitive markets. 
Consistently demonstrated ability to move packaged con- 
sumer products through drug, food and jewelry outlets. 


Successfully administered multi-million dollar advertis- 


planning, testing and executing integrated campaigns with 
solid merchandising support at retail level. Knows how 
advertising services the trade and sales force. Thinks 
creatively; translates IDEAS into SALES! 


Presently employed. Age 36. B.S. in Marketing. 


Box 432, ADVERTISING AGE 
480 Lexington Ave., 


and print media. Strong on 


New York 17, N. Y. 


| demonstrated this week as Rep. 
| Charles E. Bennett (D., Fla.) took 


| Precedent for this kind of gov- 


Patman Hits ‘Pressure’ Against Bill 


ate with refiners because their | 
franchises might be canceled. He 
produced telegrams from at least 
two stations stating they were un- 
der pressure from Standard Oil of 
California. 

He conceded that the “equality 
of opportunity” bill might hurt the 
big jobber-retailers who operate 
cut-price, off-brand outlets, but he 
was confident the “other 95%” of 
the service stations would benefit 
and would hardly choose to oppose 
the bill if they had a free choice. 

- ° - 

Senate Eyes Oil Industry: Even 
more serious trouble for the oil in- 
dustry seems to be shaping up on 
the Senate side, where a broad 
study of pricing policies is being 
organized under the direction of 
Sen. Joseph C. O'Mahoney (D., 


Wyo.). 
The senator is an old hand at 
trust-busting investigations. His 


finesse in this field was demon- 
strated last year in a penetrating 
probe of General Motors, which 
led to vast changes in auto industry 
dealer franchise arrangements. 

And at his side as counsel will 
be Watson Snyder, who retired re- 
cently after 30 years in the anti- 
trust division of the Department of 
Justice. Much of his career was 
devoted to litigation against the oil 
industry, and it is said that Mr. 
Snyder’s head contains an encyclo- 
pedia of fact about this industry 
which could not be duplicated else- 
where. 

= . + 


Newsprint Price Probes: A good- 
ly amount of experienced man- 
power is also slated to be put to 
work in Congress and the down- 
town government agencies in an- | 
other effort to find ways to curb | 
newsprint gouges by Canadian 
mills. 

Senate interstate commerce com- 
mittee is the first congressional 
group to occupy the field, with 
hearings tentatively set for Feb. 26. 

Meanwhile the Federal Trade 
Commission is supposed to be ex- 
ploring the possibility of a cooper- 
ative effort with Canadian antj- 
trust agencies to break up price 
fixing in this field. And the anti- 
trust division of the Department of 
Justice is said to have pledged full 
cooperation if someone will turn 
up a way to get jurisdiction over 
Canadians. 


- > 

FCC ‘Leak’ Backfires: The in- 
sider at the Federal Communica- 
tions Commission who decided to 
shine up to Rep. Hale Boggs (D., 
La.) by giving him an advance 
“leak” 
ting more vhf service into New 
Orleans apparently didn’t do the 
commission much of a service. 

Soon after New Orleans news- 
papers headlined the story, quoting 
Rep. Boggs, FCC got an angry call 
from Sen. Allen J. Ellender (D., 
La.). The senator, a member of the 
powerful appropriations commit- 
tee, pointed out he had a letter on 
file with FCC seeking information 
on New Orleans decisions as soon 
as they are available. He wanted 
to know how he came to be 
“scooped” by a mere congressman. 

- * e 


Safe-Auto Law? Increased con- 
gressional interest in legislation 
requiring auto manufacturers to 
meet minimum safety standards 
when they design their cars was 


jthe floor to promote his bill 
(H.R. 561) requiring the Secretary 
of Commerce to write standards 
dealing with speed capacity, safety 
padding, steering, bumpers, lights, 
brakes, visibility aids and tires. 


ernment activity was set last year 


on pending decisions put- | 


when Congress passed legislation 


| calling for safety releases on re- 


frigerator doors. Rep. Bennett told 
the House more people have been 
killed in auto accidents since 1900 
|than in all U. S. wars combined. 
He said adoption of safety steering 
| wheels designed by Cornell Medi- 


|cal School researchers has demon- 


strated what can be achieved when 
auto makers pay attention to safe- 
ty needs when planning their mod- 
els. 

7 + 7 


Benefits for Bondholders: While 
the Treasury Department debates 
the wisdom of higher interest rates 
to sell more Series E bonds, mem- 
bers of Congress are coming up 
with their own ideas of new bene- 
fits for bond ecwners. Treasury 
would like to “sweeten” the Series 
E bond but it fears owners of ex- 
isting bonds would feel short- 
changed. Meanwhile, Rep. Carroll 
D. Kearns (R., Pa.) has a bill set- 
ting up a new bond, which pays 
only 2.5%, all of it tax exempt. 
Rep. Abraham J. Multer (D., N. Y.) 
suggests that interest on existing 
bonds be exempt from income 
taxes, or that the Treasury be re- 
quired to pay a premium price 
when the bonds mature, to offset 
reduced buying power of inflated 
dollars. 


Tax Cut Resistance: Budget 
chief Percival F. Brundage has 
eliminated any lingering doubt 
that the Eisenhower administra- 
tion would resist tax cuts this year, 
even if Congress were to slash fed- 
eral spending substantially below 
the $72 billion proposed by the 
President. 

Informally, top administration 
officials have long argued that in- 
come taxes should be kept high as 
long as conditions are prosperous. 
They look at tax cuts as a major 


for the release of vast quantities 
of buying power as soon as a seri- 
ous drop in consumer buying shows 
up. 

In his appearance before the 
congressional joint economic com- 
mittee, Mr. Brundage worded it 
more conservatively. “It is essen- 
tial,” he said, “that we help pre- 
serve financial stability by keep- 
ing taxes high enough to produce 
some budget surplus for reduction 
of the public debt and the lessen- 
ing of inflationary pressures.” ~ 


Swingline Moves to Lefton 

Swingline Inc., Long Island City, 
N.Y., manufacturer of home and 
office stapling machines, has ap- 
pointed Al Paul Lefton Co., New 
York, to handle its advertising and 
that of its associate company, 
Swingline Industrial Corp. The ac- 
count moves from Lawrence C. 
Gumbinner Advertising, which was 
named last August as the com- 
pany’s first agency in a number of 
years. 


Accas Will Join ABC-TV 

Gene Accas, vp of the Television 
Bureau of Advertising, will soon 
rejoin his former associate, Oliver 
Treyz, former TvB president and 
now ABC-TV vp. Mr. Accas is ex- 
pected to have a trouble shooting 
assignment at ABC-TV. 


How To 
Distribute 
3,000,000 
Cook Books 


If you've ever had the problem of 
distributing a great number of pro- 
motional pieces—you’ll be fascinated 
by this story that appears in the 
February issue of ADVERTISING 
REQUIREMENTS. 


It tells how General Mills used a 
28-page insert in Coronet magazine 
to distribute its new Bisquick Cook 
Book and how, by over-running 
5.9 million inserts for distributing 
through other channels, the unit cost 
dropped to 54%¢ per copy for a full- 
color job. Plenty of interesting pro- 
duction techniques here, and that’s 


; | why you'll find the story in ADVER- 
anti-depression weapon, to be used | 


|editorial aim is to keep you posted 


TISING REQUIREMENTS whose 


on all the lastest techniques and de- 
velopments of advertising produc- 
tion, promotion and merchandising. 

Year’s (12 issues) trial costs just 
$3. Clip this ad and mail tol 
Money back guarantee. 

Service starts with big February 
issue. 

Advertising Requirements 
The Workbook of Advertising 
Management 
200 E. Illinois St., Chicago 11 


TRUE men make the BIG 
buying decisions 


While the little woman hems and haws over the color for the 
upholstery the TRUE man makes the deal for the car he’s 


had in mind. 
Never overlook the buying 
TRUE (now 2,500,000 of ’em. 


men? Then TRUE goes to the top 


of your list. 


power of the men who read 
-and still growing). Selling to 


TRUE 
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Congress Gets 
Bills to Control 


Outdoor Ads | 


(Continued from Page 1) 
mittee members pressed Commerce | 
Secretary Sinclair Weeks for a 
recommendation to guard against 
outdoor ad abuses. Mr. Weeks indi- 
cated he plans to submit recom- 
mendations in the near future. 

In an explanation of his bill, | 
Sen. Neuberger said he has at- 
tempted to discourage the erection 
of outdoor displays without resort- 
ing to laws which would usurp the 
authority of the states over their 
highways. 

His bill rules out posters within 
500’ of the right-of-way of feder- 
ally controlled highways and in- 
structs the Secretary of Commerce 
to draft standards controlling the 
kinds of directional signs that are 
used. 

The bill leaves the way clear for 
on-premises signs advertising busi- 
nesses adjacent to the highways, 
but it requires that the Secretary 
of Commerce fix standards to con- 
trol these signs. 


® To encourage states to control 
outdoor ads on the state-controlled 
portions of the highways, the bill 
specifies that the federal govern- 
ment will reimburse the state for 
90% of the cost of acquiring the 
advertising rights on land within 
500’ of the right-of-way. 

In his explanation before the 
Senate, Sen. Neuberger noted that 
he refused to use the outdoor ad 
issue for campaign purposes when 
he ran for office in 1954. He ex- 
pressed hope other senators would 
follow his example. 

“Unless we give thought now to 
the question of what the traveler 
is to see as he cruises through the 
fields and forests and mountains 
and prairies of America, we know 
that he will see what he sees along 
other roads today,” he said, “— 
signs and outdoor boards, large 
flat boards placed to capture his 
attention, designed with all the 
skill commercial artists can muster 
to hammer into his consciousness 
the virtues of a cigaret, a whisky, 
a brand of automobile or a gaso- 
line.” 


® Contending that the motorist 
pays for the roads with his fuel 
and vehicle taxes, he argued we 
ought at least to have the right to 
glimpse the grandeur which the 
Almighty created throughout our 
countryside. 

The senator said he wished to 
emphasize that it is the motorist’s 
money which makes the outdoor 
site of value. “If the highway were 
not there, the signboard would be 
worth less than a continental dol- 
lar,” he said. “The highway paid 
for by the motorist makes valuable 
the signboard which the motorist 
is forced to look at while traveling 
throughout the land.” 


Riverboat colors A’comin: 
2VAN HEUSEN sportshirte ot ate 


* 


ONE SE eR A wh bd 


DANDY—This ad scheduled for 
Sports Illustrated, May 13, illus- 
trates “riverboat” colors in Van 
Heusen shirts, made by Phillips- 
Jones Corp. 


Offbeat Characters 
People Van Heusen’s 
New Series of Ads 


(Picture on Page 1) 
New York, Feb. 
Jones Corp. in its spring campaign 
for Van Heusen shirts is using 
offbeat American characters, both 


spring styles and fabrics. 

Each ad shows a group of young 
men clustered around an odd per- 
sonage who depicts the particular 
fashion modeled in the ad. For ex- 
ample, a jet pilot in a space suit is 
surrounded by young men in cool 
summer shirts; models in “box 
score checks” have a baseball um- 
pire in their midst; Van Heusen’s 
“constitutional stripe” shirts are 
set off by an old salt dressed in the 
striped nautical uniform of Revo- 
lutionary days. 


® The ads will be color pages in 
Esquire, Life, Look, The New York 
Times Magazine, Sports Illustrated, 
The Saturday Evening Post and 
True, and each ad has been pre- 


a specific item. 

Each ad character is also being 
used as a “promotional hook for 
dealers,” as a visual theme which 
can be converted into point of sale 
material that gives quick identifi- 
cation with the ad. 

Other characters used in the 
campaign include a bearded south- 
ern gentleman, a_ snuff-sniffing 
Colonial, a Mississippi showboat 
card shark and a_ twin-pistoled 
swashbuckler from 19th century 
New Orleans. More up to date are 
a jockey, a skin diver and a West 
Point cadet. 

Rounding up all the costumes 
and models was no small chore—in 


suit ad, the model is an authentic 
American jet ace, and he wears one 
of the three space suits of its kind 


He said he had seen propaganda 


from the outdoor industry which | 


says the industry performs a public 
service by preventing lazy motor- 
ists 


scenery and the road. 


s “Imagine such effrontery,” he 
protested. “Have we become so de- 
pendent upon artificial stimuli, so 
addicted to drugs of the advertis- 
that we must be 
saved by its outdoor displays from 
falling asleep over the view of our 
country as bountiful nature gave 
~ 


ing industry, 


it to us?” 


WMUR-TV Adds Office 
WMUR-TV, Manchester, N. H. 


has opened a regional sales office 
in the Sherry Biltmore Hotel in 
Boston. 


from falling asleep at the 
wheel, hypnotized by the natural 


in existence. Both were flown up 


back again. 
Grey Advertising Agency 


handling the campaign. . 


Houston Port Seeks to 
Spend 5% for Promotion 


development. The limit is now 2% 


Meanwhile, 


in foreign publications. 


1—Phillips- 


past and present, to personify its 


pared for a specific publication on | 


the case of the pilot in the summer | 


| especially from Washington for the were so scarce that if a citizen 
photo, and were immediately flown | 


iS| venient hours he would be re- 


The Port of Houston Navigation 
District is seeking to have the state 
legislature pass a law permitting it 
to spend up to 5% of its annual 
gross revenues for promotion and 


which amounted to $80,000 in 1956. 
the Port commis-| 
sion has voted to double the 1956) three networks’ stations combined 
advertising budget in 1957. The|in Los Angeles. Yet, he pointed 
commission approved a budget of | out, because of option time, view- 
$45,687 for advertising, compared|ers in most markets may never 
to $24,000 last year. Of this money| have an opportunity to see the 
$14,860 will be spent on advertising | M-G-M films. 


\Independent TV Producers Forced to Curb 


(Continued from Page 1) 
“West Point Story” sold to CBS, | 
| but “Men of Annapolis” is planned 
for syndication in 1957. 


® MCA-TV—Only two new pro- 
grams offered in 1956, “Rosemary 
Clooney Show” and “State Troop- 
er,” compared with 15 in earlier 
years. Production continues on 
only two other programs for syn- 
dication, although six programs 
are being produced for network 
use. 


Guild Films Co.—Production of 
| seven features syndicated prior to 
| 1956 discontinued, no new pro- 
grams produced or offered in 1956, 
and only one contemplated for 
1957. 


Official Films—No new pro- 
grams for syndication in 1956, and 
production of older programs 
stopped. Two new programs of- 
fered to networks. 


Hollywood Television Service, a | 
subsidiary of Republic we | 
one feature, “Frontier Doctor,” in| 
syndication after KTTV acquired | 
| rights. 


Motion Pictures for Television— 
no new programs for syndication 
| in 1956. 


= Mr. Moore’s statement claimed 
| the collapse of film production has 
occurred because “option time” 
and “must buy” have deprived 
film producers of access to suffi- 
cient good station time in most} 
markets to encourage production | 
for syndication. 

He says syndicators would have 
a fair chance to place film directly 
if the FCC issued rules modifying 
the existing option time arrange- 
ments by specifying that no sta- 
tion may devote more than 75% of 
any of the four time segments 
each day to programs from the 
same source. 

In a 13-page discussion of the 
benefits that would result from 
modifying option time, he said the 
| existing system has made tv ex- 
clusively a national medium, giv- 
ing three network presidents com- 
plete control over the programs 
the public sees in the best viewing 
hours. He contends his proposal 
“would restore the potential of 
television as a local medium with- 
out impairing its national service.” 


® To illustrate the results of ex- 
isting arrangements he said, “It is 
just as if the publishers of Life 
and The Saturday Evening Post 
determine what the public may 
read in their magazines in all 
parts of the country.” In addition, 
| he said it is as if the publishers of 
these two magazines could require 
an advertiser’s message to be uni- 
formly reproduced and distributed 
in all parts of the country.” 

To make the analogy complete, 
he said, it would also be necessary 
to assume that printing presses 


wished to read a local newspaper, 
| book or farm journal, during con- 


|quired to read Life or The Satur- 
|day Evening Post, or not read at 
all. 


|@ He said recent experiences have 
demonstrated clearly that the 
three network presidents have no 
monopoly on ability to anticipate 
what the public wants. He pro- 
,| duced rating figures showing that 
M-G-M movies carried by KTTV 
drew larger audiences than all 


|an exception?” he asked. 


Films, KTTV’s Moore Tells Senate Group 


the networks for testifying that 
“option time” arrangements ex- 
isted solely as a “shield” to prevent 
“erosion” of the network in the 
event stations decided to turn 
down too many programs. 


s “The network may legitimately 
seek to preserve its role as inter- 
mediary by offering a better serv- 
ice at a lower price,” the brief 
said. “But they may not, consist- 
ent with the Sherman Act, shield 
their role as intermediary by re- 
strictive contractual arrangements 
with their affiliates under which 
the network service is accepted 
and competitors excluded regard- 
less of quality or price. 

“The business man’s desire for 
a shield against erosion is precise- 
ly what the Sherman Act is about 
and why it exists. The act enun- 
ciates a public policy that favors 
erosion by the natural processes 
of competition and opposes shields 
against erosion. 

“If the principles of the Sher- 
man Act are valid for every other 
industry in the country, including 
the newspapers, the theater, the 
movies, why should television be 
. 


Meredith Opens Five 
Annuals to Ads 


Des Mornes, Jan. 31—Advertis- 
ing space will be offered for the 
first time in 1957 and 1958 editions 
of five Idea annuals published by 
Meredith Publishing Co. They are 
Better Homes & Gardens Home 
Furnishings Ideas, Christmas Ideas, 
Kitchen Ideas, Home _ Building 
Ideas and Garden Ideas. 

Page rates and their circulation 
bases are: Home Furnishings 
Ideas, $3,550 for a b&w page and 
$5,325 for four-color, 450,000 
copies; Christmas Ideas, $4,000 for 
b&w and $6,000 for color, 550,000 
copies; Kitchen Ideas, $2,000 b&w 
and $3,000 color, 225,000; Home 
Building Ideas, $1,440 b&w and 
$2,160 color, 165,000; Garden Ideas, 
$1,200 b&w and $1,800 color, 135,- 
000. 

All annuals will accept fourth, 
half and page ads in b&w and half 


imum unit for Garden Ideas will 
drop to one-eighth page, b&w. 
Smaller units for direct mail ad- 
vertisers will be available in the 
Christmas Ideas annual. Meredith 
has scheduled a direct mail and 
trade publication drive plus ads in 
Better Homes & Gardens and pro- 
motion through the 83 BH&G 
Home Planning Centers in depart- 
ment stores. 7 


and page units in four colors. Min- | 


Advertising Age, February 4, 1957 


Kreer Continues 


Agency Sans Two 
Other Founders 


Cuicaco, Jan. 31—Manchester & 
Kreer Inc. (formerly Manchester- 
Williams-Kreer Inc.) will stay in 
the agency business despite the 
fact that two of the three partners 
who organized the agency last year 
(AA, Jan. 16) have left the scene. 

Henry B. (Pete) Kreer, the lone 
survivor, told ADVERTISING AcE that 
he will definitely continue to op- 
erate the agency, which is current- 
ly being reorganized. He estimated 
that the agency will double its 
billings this year over 1956, when it 
billed nearly $1,000,000. 

“I was thinking about dissolving 
the agency to take a position with 
another agency but I decided 
against abandoning the business 
(Kreer Advertising) that I found- 
ed in August, 1955,” Mr. Kreer 
said. 


® Mr. Kreer said the agency still 
has four of the five accounts that 
Manchester-Williams-Kreer start- 
ed with last year. They include 
Hallicrafters Co. and First Federal 
Savings & Loan Assn., Chicago; 
David C. Cook Publishing Co., El- 
gin, and Gate City Savings & Loan 
Assn., Fargo, N.D. The R. M. Hol- 
lingshead Corp. account shifted to 
Gray & Rogers, Philadelphia, last 
week (AA, Jan. 28). 

Fred C. Williams, former vp and 
secretary of the agency, left six 
months ago and is now an account 
executive with Henry Hempstead 
Co. Don Manchester, former presi- 
dent of the agency, left last month 
(AA, Dec. 10) to join McCann- 
Erickson as vp and senior account 
supervisor. The agency’s name was 
changed following Mr. Williams’ 
departure. 

Mr. Manchester told ADVERTISING 
AcE that he is no longer active in 
the agency and currently is in- 
volved in working out a liquidation 
deal for his holdings. 


Two Join Elrick & Lavidge 
Irving Schweiger, associate pro- 
fessor of marketing, school of busi- 
ness, University of Chicago, has 
been appointed a consultant on 
marketing economics and statistics 
of Elrick & Lavidge, Chicago mar- 
keting planning and research or- 
ganization. At the same time, Don- 
ald Kunstler, formerly a market 
research analyst and a factory sales 
representative of ‘Ansul Chemical 
Co., Marinette, Wis., joined the 


marketing staff of E&L. 


| His 51-page legal brief chided 


ARB Network TV Ratings 


Week of Jan. 5-11, 1957 


Copyright by American Research Bureau 
PROGRAM POPULARITY 


Rank Program Rating* 
1 Ed Sullivan (Lincoln-Mercury Dealers, CBS) o..............cccccsssesessesvessvsvssvsvevevennene 59.0 
2 | Love Lucy (Procter & Gamble, General Foods, CBS) ooocccccccccccceceeees 51.0 
3 Perry Como (Several spomsors, NBC) ..............cccccccecsseeseentevssvsceencereneesevenee 46.0 
4 G. E. Theater (General Electric, CBS) ..........cccccccccccesccssevsvesensvssessereeseeneeeees 44.0 
5 SG GF BE, BD cercenes cv tscctencnnscensssnnicninissicesnccnsesteneenevcovoenes 42.6 
6 Alfred Hitchcock Presents (Bristol-Myers, CBS) .......cc.cccccccccecccsseseeeeveceevsveeees 42.3 
7 Se I Is, TOIITID  cesedestretresercsestensiinciiconssdevtnsnsoninesccceosencsnereoseceee 40.8 
8 You Bet Your Life (DeSoto-Plymouth, Tomi, NBC) .............cccccccsccssersesseeeneenenees 40.1 
9 Disneyland (American Motors, American Dairy, Derby Foods, ABC) ............ 39.8 
10 Godfrey's Talent Scouts (Lipton, Tomi, CBS) .....ccccccccccocsessescescenneereecversevsnene 39.4 

TOTAL VIEWERS REACHED 

Rank Program (000)** 
1 Ed Sullivan (Lincoln-Mercury Dealers, CBS) oo........ccccccccccesessesessvsevereeevens 68,270 
2 Perry Como (Several sponsors, NBC) ooo... ccccccccssssessesesecseseesenseecennnens 49,050 
3 | Love Lucy (Procter & Gamble, General Foods, CBS) 2.0.0.0... 47,730 
4 i, Gy Gy I, GI rrrchrtrcctecccedsntsecsectdccescoccccccccesccvcccsce 40,660 
5 Disneyland (American Motors, American Dairy, Derby Foods, ABC) ...... 37,870 
6 People Are Funny (R. J. Reynolds, Tomi, NBC) ............0cccccccccccccceeeeeeesees 36,790 
7 Alfred Hitchcock Presents (Bristol-Myers, CBS) .o......0......ccccccccccccsceesesceeees 36,140 
8 SI IN GI alriintnlitcencessicinscenecetscnsincnsncensinceosoncasvastecien 
9 Shower of Stars (Chrysler, CBS) , 

10 Godfrey's Talent Scouts (Lipton, Tomi, CBS) o.........c.cccccccccsesseseseesenevnvennnnne 33,380 


*Percentage of homes reached in markets where show appeared. 


**Total number of persons viewing program. 
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Swift Ad Points 
Up Magazines as_ 
Coupon Carriers — 


| 

Cuicaco, Feb. 1—Something| 
may have to be done about scalp-| 
ing at the newsstand end, but 
otherwise Swift & Co. appears to 
have sired a new approach to big-| 
volume food coupon distribution 
—through magazines. 

Several months ago Swift and its 
agency, McCann-Erickson, put to- | 
gether a “storewide” food promo- | 
tion which included 12 merchan- | 
dise coupons to be run as a spread | 
in three magazines, Life (Jan. 28),| 
Look (Feb. 5) and Ladies’ Home| 
Journal (February). Total value 
of the coupons: $1.45. 

Trade ads on the promotion set 
the grocery business to thinking. 
The result was a largely unlooked- 
for sensation: As the magazines 
straggled onto the newsstands gro- 
cers began buying them up in 
wholesale quantities, detaching the 
coupon spreads and holding them 
for redemption on sales of Swift 
goods for which store customers 
hadn’t presented coupons of their 


own. On a 15¢ copy of Look, it 
was figured, an enterprising food | 
merchant could clear $1.30. 


= Reports of the newsstand raids 
drifted in last week from most of 
the country. The fiercest magazine 
markets, however, seemed to be 
such packing-company-conscious 
cities as Chicago, Omaha and Des 
Moines. In Iowa, it was said, copies 
of Look were being bootlegged at 
$1 a copy (AA, Jan. 28). 

All this excitement tended to ob- 
scure what might turn out to be 
a highly successful promotion for 
the meat packer. Lookers-on noted 
that more than 3,500,000 of the 
magazines’ 15,000,000 aggregate 
circulation was on newsstands and 
conjured up a possible $5,000,000 
worth of coupon redemptions—by 
grocers, not consumers. 

Swift was not specifying, but 
neither was it worried. For one 
thing, it was convinced that only a 
“scattered minority” of merchants 
were involved in the newsstand 
raids. 


s The company also said it will be 
keeping careful tabs on who is 
cashing in the coupons, whether he 
has been conducting a bona fide 
store promotion and whether he 
has sold enough goods to account 
for the coupons presented. Both 
Swift and McCann, however, ad- 
mitted to having no control over 
the merchant who presented cou- 
pons on purchases for which his 
customers paid only coin of the 
realm. 

Again, they were unworried. 
Said a McCann executive: “This 
is still a far less expensive way of 
distributing coupons than doing it 
by direct mail. So we can afford 
some latitude on returns.” 


s A midwestern ad agency wrote 
ADVERTISING AGE to complain that 
in its home town the magazines 
involved were being bought up in 
volume, the Swift coupons re- 
moved and the rest of the book— 
with the other ads—then discard- 
ed. 

This, the letter continued, “may 


be of serious concern to magazine 
publishers and to all who advertise 
in magazines which lose normal 
circulation under such ‘black mar- | 
ket’ condition.” 

In reply, Look officials said they 
had not gotten a single complaint 
from other advertisers. 

As for McCann, it had not 
thought of the possibility. “But 
that’s not a complaint that’s likely 


to make us unhappy,” an official 
said. “Actually, it’s just not a con- | 
cern of ours.” 


HOWARD G. WILSON, founder and 
board chairman of Wilson, Haight, 
Welch & Grover, Hartford and 
New York, is retiring from the 
agency. In the advertising business 
for 35 years, Mr. Wilson remains 
as a director and will be in charge 
of several accounts. 


Auto Dealers 
Ponder Malign 
Ad Practices 


San FRANcisco, Jan. 31—Adver- 
tising practices ranked with in- 
flation and new-car bootlegging 
as a subject for concern at the 
40th National Automobile Deal- 
ers’ Assn. convention here. There 
seemed to be some difference of 


| opinion on how dealer advertising 


practices stand at present. 

On Tuesday, Harlow H. Curtice, 
president of General Motors Corp., 
warned the dealers that boot- 
legging and “unethical” advertis- 
ing practices are threatening the 
existence of the dealer franchise 
system. Mr. Curtice found bad 
dealer ad practices to be some- 
thing which “adversely affects 
dealer profits and thus helps un- 
dermine the franchise system. 

“I abhor advertising of this 
nature,” he said, “and your asso- 
ciation would seem to agree with 
me, as evidenced by the fact that 
it has found it desirable to develop 
an advertising code.” 


® Commenting on that very code 
the day before, Carl E. Fribley, 
president of NADA, had found its 
development to be one of the 
“outstanding accomplishments” of 
1956. 

NADA'’s advertising ethics com- 
mittee, he said, had developed a 
set of standards for advertising 
and merchandising automobiles 
“which was enthusiastically ac- 
cepted by the Assn. of Better 
Business Bureaus and more than 
70 local dealer associations. 

“The committee developed a 
‘statement of advertising princi- 
ples’ which received the endorse- 
ment and cooperation of all the 
automobile manufacturers. They 
headed a campaign against de- 
ceptive and misleading advertis- 
ing which has been most effec- 
tive,” he said. 

Not all misleading or deceptive 
automobile advertising has been 
cleaned up, Mr. Fribley admitted. 
But conditions nationally “have 
greatly improved during the past 
year.” 

Del Wakeman, president of a 
San Francisco ad agency bearing 
his name, told the dealers that 
they are the luckiest merchants 
in the business world “since emo- 
tions control car buying.” 

“It is not your job,” he said, 
“to stimulate the human emotions 
that make people want to buy 
cars. That is the job of the man- 
ufacturer.” 

Mr. Wakeman asserted one of 
the dangers in the present adver- 
tising system is that national ad- 
vertising leads people to care less 
and less about where they buy 
their cars. 


Last Minute News Flashes Emerson Foote 


ARF to Study Readership of 35 Top Magazines 


New York, Feb. 1—The Advertising Research Foundation board 
yesterday approved a major study of magazine audiences and has re- 
ferred the project to a committee for financing. The project calls for 
a study of some 35 leading magazines of more than 1,000,000 circula- 
tion which are major advertising vehicles. It is estimated the study 
will cost close to $500,000. A pilot study was run in Mt. Vernon, New 
York, from May to October, 1956, to check the practicality of including 
up to 35 magazines in a single interview. Co-chairmen of the study 
group making the report on techniques and feasibility were Roger 
Humphries of Procter & Gamble and Lyndon O. Brown of Dancer- 
Fitzgerald-Sample. 


Miller Merges with Flint; Billings Hit $5,000,000 


New York, Feb. 1—Miller Advertising Agency, in its second expan- 
sion move in less than a month, has acquired by merger the key per- 
sonnel and all billings of Flint Advertising Associates. Flint reportedly 
bills around $1,000,000; Miller reports its billings prior to the merger 
at the $4,000,000 mark. The expanded agency will continue at its pres- 
ent quarters under the Miller name. Ben Finklestein, founder of the 
Flint agency, becomes vp of the Miller agency and head of the new 
business department. 


Stang] Pottery Switches to Fred Gardner Co. 


New York, Feb. 1—Stangl Pottery Co., Trenton, N. J., has appointed 
Fred Gardner Co. to handle its advertising. The company plans a cam- 
paign for Stang] dinnerware using magazine color pages plus direct 
mail and trade promotion. Arndt, Preston, Chapin, Lamb & Keen is 
the previous agency. 


Triumph Importer Shifts Account to Gore-Serwer 

New York, Feb. 1—Standard Triumph Motor Co., importer of the 
Triumph sports car, has appointed Gore-Serwer to handle its adver- 
tising, effective March 28. The account is expected to bill in the 
neighborhood of $300,000. Morey, Humm & Warwick is the previous 
agency. 


Swiss Pine Names Wesley Associates 


New York, Feb. 1—Swiss Pine Importing Co., maker of Lactopine 
bath products and room deodorant, has appointed Wesley Associates 
to handle its advertising. A campaign testing the company’s copy and 
products will begin Feb. 11 in 15 or 20 midwest markets. Newspapers 
and radio will be used. Swiss Pine previously advertised direct. 


Procter & Gamble Pushes Comet in TV, Magazines 


CINCINNATI, Feb. 1—Procter & Gamble Co. has achieved national 
distribution on Comet—powdered cleanser containing Chlorinol—and 
is advertising it via participations on two daytime CBS-TV shows, “The 
Edge of Night” and “As the World Turns,” nighttime tv spots and color 
insertions in Better Homes & Gardens, Good Housekeeping and Mc- 
Call’s, starting in March issues. The company started introducing the 


new product market-by-market in September. Compton Advertising, 
New York, is the agency. 


Delivery Strike Cramps New York City Dailies 


New York, Feb. 1—A strike by the Newspaper & Mail Deliverers 
Union here has made some local dailies unavailable in parts of the 
New York metropolitan area and caused the dailies to prepare to make 
“adjustment” to advertisers because of the curtailed circulations. Al- 
though the union’s executive board had approved the new contract, 
the membership turned it down this morning and thus touched off the 
strike. It is feared the strike might continue until the middle of next 


week at least. Deliveries by the papers’ own trucks within the city 
were unaffected. 


Bayuk to Feigenbaum & Wermen; Other Late News 
e Bayuk Cigars Inc., Philadelphia, which last week was reported to 
be preparing to make a change in its agency roster (AA, Jan. 28), 
has appointed Feigenbaum & Wermen, Philadelphia, to handle adver- 
tising, merchandising and publicity for all its brands, including Phil- 
lies, Webster, Royalist, Seidenberg, Cinco, Melba, John Ruskin and 
Amerada. The agency has been handling Royalist and Amerada, Al 
Paul Lefton Co. formerly handled the other brands. Greenhaw & Rush, 
Memphis, will continue as the Bayuk agency on all brands for certain 
southern and southwestern states. 


e Harry A. Spangler, formerly account executive with Grey Adver- 
tising Agency, New York, has joined Cunningham & Walsh as account 
executive on Western Electric. 


e Campbell Soup Co., Camden, N. J., is test marketing a line of frozen 
pre-cooked chicken under the Swanson label. A full line of parts will 
be offered packaged in single size servings. The packages will retail at 
from 18¢ to 23¢ for wings to 49¢ to 59¢ for breasts. Test cities are 
Buffalo, Cleveland, Houston and Philadelphia. Four-color newspaper 
ads featuring a 25¢-off offer are being used. 


e The total revenue for 39 farm publications for 1956 was $53,900,507, 
according to Farm Publications Reports Inc. This record figure was 
$57,399 more than the same publications grossed in 1955. Farm Jour- 
nal led in total revenue with $13,801,209, more than double that of its 
nearest competitor, Progressive Farmer. 


e Stauffer System, Los Angeles, slenderizing salon operator and man- 
ufacturer of reducing equipment, has named Anderson & Cairns, New 
York, to handle its public relations and publicity; it previously han- 
dled its own. Foote, Cone & Belding, Los Angeles, handles Stauffer 
System advertising. 


e The name of Dubin & Feldman Inc., Pittsburgh advertising and pub- 
lic relations agency, will be changed to Dubin, Feldman & Kahn Inc., 
effective immediately. Jacques L. Kahn, whose name now becomes 
part of the agency’s corporate name, has served with the agency as 
a vp since March, 1953. 


e Arthur Carwardine, formerly with Business Week, has been named 
manager of the new western divisional sales office of Forbes, which 
opens Monday at 360 N. Michigan Ave., Chicago. Kenneth Nichols, of 


Forbes’ New York sales staff, will go to Chicago as a sales representa- 
tive. 


Resigns from 
McCann Post 


(Continued from Page 1) 

cide to leave McCann-Erickson I 
must—because of the degree of 
trust and responsibility given and 
the generous way I have been 
treated—let McCann be the first to 
know. Thus I have had no contact 
with any other opportunity. 


s “This much I can say: I will be 
in the advertising agency business, 
but whether it be East or West, a 
large or a small agency, I have at 
this time no way of knowing.” 

As to the reason for his resigna- 
tion, most observers thought it was 
simply a matter of numbers: 
When he was elevated to exec vp 
of McCann in 1952, he was the only 
McCann exec vp. 

There are now three, since Rob- 
ert Healy and W. G. Stilson have 
moved up to this rank. Also, the 
agency has created additional sen- 
ior vps, so that the top manage- 
ment group is considerably en- 
hanced over its 1951 status, when 
Mr. Foote joined the agency. 
These observers think that Mr. 
Foote felt his job had suffered 
some erosion. 


= Mr. Foote joined the agency in 
October, 1951, as vp and “general 
executive.” It was said then that 
the job, a new one, would enable 
him to work across the board on 
all accounts. At that point report- 
ers recalled that his contract on 
leaving Foote, Cone & Belding 
prohibited his soliciting FC&B ac- 
counts, directly or indirectly, for a 
two-year period. 

He had then, in the fall of ’51, 
been away from the agency busi- 
ness for a year. In October of 1950 
he had disposed of his Foote, Cone 
& Belding stock for nearly $1,000,- 
000. He said at that time he in- 
tended to take a vacation, and to 
reenter the agency business, but 
whether he would start an agency 
or join an existing one he did not 
know. That question was resolved 
by joining McCann. 


s In the six years prior to his 
leaving FC&B, he had been a mem- 
ber of one of the agency business’ 
memorable triumvirates. When 
Messrs. Foote, Cone & Belding 
were confronted with the oppor- 
tunity in 1943 to buy the agency 
(but not the name) of Lord & 
Thomas from Albert D. Lasker, at 
least two of the three were com- 
parative nonentities in the agency 
business. 

They managed to hold $25,000,- 
000 in accounts (none under con- 
tract) and then, in five furious 
years, to drive the agency to a 
$52,000,000 annual billing bracket. 
It opened an international branch 
enroute. 

In 1948, looking drawn and dis- 
traught, and chain-smoking Lucky 
Strikes, Foote resigned the $12,- 
000,000 American Tobacco account, 
after being unable to agree with 
the post-Hill management of the 
company. That resignation cap- 
tured the imagination of the agen- 
cy business, and well it might have 
—since only 27 agencies in the U.S. 
billed as much in toto as the ac- 
count Mr. Foote resigned. By 1950, 
when he resigned from FC&B, its 
billings were $61,000,000. 

His years with McCann were 
years of great progress for the 
agency. He was close to new busi- 
ness and account work, and during 
those years the agency’s billing 
rose from $81,000,000 to more than 
$200,000,000. He was known to feel 
that he worked for “the hottest 
agency in the business,” and some 
of his old FC&B confreres—not- 
ably William E. Berchtold—were 
around to make it seem homelike. 
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Sweeney Hits Retailers’ 
Service to Customers 


(Continued from Page 2) 
many cities, only two stores had 
sales people with the vaguest idea 
of what merchandise from their 
departments was in the stores’ 
main display windows. Eight of 
the stores were department stores; 
three were specialty shops.” 


e “Mail packages out of town on 
time? Ha ha—good joke! The aver- 
age lag in New York is one to three 
days after the sales person assures 
you the package will go out. One 
Fifth Ave. store also has a unique 
habit of wiring the person to whom 
the package is sent, weeks later, 
and extracting another 64¢ because 
the sales person computed the 
postage wrong. This can be slightly 
embarrassing when the mailed 
package is a gift.” 


e “Christmas is a time of terrific 
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pressure on retailers, but how can 
you account for a family getting 
three out of four wrong packages 
from one large retailer—they were 
delivered toys for cloth coats, traf- 
fic appliances for men’s clothing.” 


e “Try to get a store to re-check 
its resources to see if the $69.95 
velvet coat that they now only 
have in 18 and 12 might be secured 
in 14, or the $90 men’s suit in 
which they have everything but 
40 regular is still available at the 
branch stores. The latter you might 
accomplish, but not without a 
tired, noblesse oblige smile. Ask 
the former, and you get an unin- 
formed lecture on the intricacies 
of women’s apparel merchandis- 
ing.” 

“My point is that in many de- 
partment stores and_ specialty 
shops sales personnel is inade- 
quate. They are poorly trained; 
they know little to nothing about 
the merchandise. And that deliver- 
ies are uncertain, that they are 
mishandled and that coordination 
between display and the sales floor 
is negligible. 

“And if you want them, I have 
beaucoup case histories that will 
demonstrate amply that more often 
than not the sales floor does not 
know what merchandise is being 
advertised in newspapers, much 
less in any other medium. 


= “Now, more as a_ stockholder 
and a consumer than as a seller 
of advertising media, I think that 
the discussion of media preference 
of retailers is secondary—advertis- 
ing itself is secondary—to de- 
partment stores learning to serve 
their present clientele better.” 

Mr. Sweeney said stores soon 
will begin congratulating them- 
selves on their 1956 performance, 
but that almost all the gains will 
come from branch stores, which 
have saved the day for the retailer. 
He added that many discount 
houses are doing a better job of 
serving the customer than the av- 
erage Fifth Ave. store. 

“In many discount houses—I’ll 
name an outstanding example, 
Korvette in New York—the cour- 
tesy of the sales people and their 
information about items is far su- 
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perior to that of the average Fifth | 
Ave. store,’ Mr. Sweeney contin- 
ued. “Moreover, the average well- 
run discount house today is much 
more solicitous about customer sat- | 
isfaction than is a department store | 7 
—which supposedly has in its| = 
mark-on such intangibles as mak- | J 
ing the customer happy. 


s “At the risk of being sued for)? 
slander, I’ll be specific about what | 
I mean by the average Fifth Ave. 
store. I mean Lord & Taylor, 
B. Altman, Bloomingdale’s, Best & | 3 
Co., Saks Fifth Ave. and their |" 
ving mmtcenr ta “i eT aunties Se FRANCIS C. KERR has been named 
Co., Los Angeles, ete. . . I don’t merchandising director of Cun- 
want to neglect Sears and Penney’s ningham & Walsh, Chicago. Mr. 
in this indictment either. . . Kerr formerly was responsible for 
“What can be and should be|packaged food accounts and a 
done about the multiple failures of} member of the plans board at 
stores to serve their customers bet-| Baker, Johnson & Dickinson, Mil- 
ter is not in my province. I am waukee. 
only an aficionado—not a mer- 
chant. But it is tied up in a big 
bundle with retirement plans, sep-|that all radio stations combined, 
aration of the buying and selling ina city like Detroit, could physi- 
functions, better incentives for|¢cally handle but a fraction of 
sales personnel, the emergence of| Hudson’s advertising. 20% of the 
the merchandise manager from the | @4vertising volume of the impor- 
paneled office to see what’s really tant stores in most cities would 
going on [and] more self-service— | Sell out every announcement avail- 
much more self-service. All of| able on radio in those cities.” 
these things—plus control of the| However, 
controller. So many stores have | Said, radio should be a major con- 
controlleritis so bad that they can’t sideration for all types of retailer, 
advance an inch. and he gave six reasons why: 
1. It’s the only way to reach the 


s “All of these things are basic to aya market. 3 

a store getting more out of every 2. It “fleshes out a store’s news- 
dollar it spends to advance—in-|P@Per coverage,” by reaching out 
cluding the dollars spent for sales into the newspaper's “fall-off 
promotion. Because advertising “ee. 

now is only working at one-quar- 
ter or one-half of its effectiveness 
for many retailers; because the 
store’s sales people or its policies 


, at once the audience for a given 
Seana itetioaes tole ie sales department without having to buy 


“Advertising in retail stores is|‘¢ mend eran ae the teen 
one of the least advanced of the de wae er a in Women s 
science of retailing, and the retail aia” —— Ce oe ht call 
ae hoes pr ha ter pon me By a a. 5. It gives a store the last word 
patchwork science of advertising. in buyers, particularly through the 

“No one knows exactly what is auto set. 
the total advertising bill that the 
retailer pays. I’d guess department 
stores alone are somewhere in the 
region of $500,000,000, men’s and| 
women’s apparel stores in the| 
neighborhood of $150,000,000, fur- | 
niture and appliance stores in the 
same neighborhood. 

“This fantastic sum of close to 
$1 billion is expended each year 
with less research as to what it) 
produces, what techniques are| 
most successful, what media should | 
be used than the research which 
any national advertiser would de- 
vote to spending $1,000,000.” 


tomers untouched by any newspa- 
per advertising. 


tively small budgets. 


wound up with this piece of advice 
for stores. 

“In cities like Detroit, you have 
to use 100 announcements to make 
a dent. Don’t try to sell merchan- 
dise with short copy. Minutes are 


buys the merchandise, not the most 
circulation. For most stores, an- 
nouncements are better than pro- 
grams. 

“This is a medium to avoid fixed 
commitments on item selling. This 


® The radio promotion man said| medium cannot sell items that no | 


in his dealings with 72 big stores) one has seen. This is a medium for 
he had found none with a “current! storewide promotions—you never 
evaluation of his market or a sci-| miss. This is a medium that must 
entific evaluation of media now] be merchandised. This is a medium 


being used.” that reaches men more effectively 
Mr. Sweeney issued this chal- than any other. 


lenge: “Name me six department) “This is a medium that there is 
stores or one of any kind of other| much to learn about—we put up 
retailer that has a media depart-| the money to learn.” e 
ment that weighs media claims. 
Name me one store that has a dol- | Carling Brewing Will Close 
lar performance chart by adver-| §; Louis Plant April 1 


tising sizes so that it knows from Carling Brewing Co. will close 


its own experience what sizes and), r : 
aad ..|its St. Louis plant April 1. The 
positions produce the most traffic | brewery, which has its headquar- 


oe aiiiinceatat section of his ters in Cleveland, will continue to 
‘ operate its Belleville, Ill., plant 

speech, Mr. Sweeney admitted that which it acquired with the St. 
radio will always play second fid- Louis plant in 1954 from Griese- 
dle to newspapers in the competi- dieck Western Brewery Co., now 
tion for the affection of large Te- | Griesedieck Co., for about $9,500,- 
tailers. | 000. Carling also operates plants in 
“Newspapers are and always! Natick, Mass., and Frankenmuth, 
will be the No. 1 medium of large) wich., has a plant under construc- 
retailers,” Mr. Sweeney said. an! tion in Atlanta and has announced 


isn’t the fact that newspapers ane | plans to build a plant at Baltimore. 
stores like Dayton’s, Carson’s, Fi-| At the end of 1956 the company 


lene’s have adjusted themselves to announced its sales for the year 
one another so that they can read | were up 14%. In the period 1949- 
one another’s minds when a rate) 1956, Carling reported a total sales 


increase or late copy is impending. | increase of 730%, bringing Carling 


the RAB president) 
| sentatives of the Retail Merchants 
| Assn. of Canada made a strong 
| pitch against the plans. 

Ontario section of the association, 
|revealed that he himself had par- 
| ticipated in a plan for a period of 


4. “An alert store can pick up| 
|@ Also at the meeting Claude 


6. It is open to stores with rela- | 


| best—but with the audience that) 
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Canadian Court 
‘Test May Doom 


Trading Stamps 


(Continued from Page 3) 
| onslaught. 

The premium people are still 
saying that housewives are not 
paying for their stamps, that in- 
creased volume of sales is taking 
| care of the additional costs. But the 
|new word now is that stamps when 
| they are redeemed lower the cost 
|of living because housewives get 
that much more for their money 
(according to Curtis Carlson 
speaking for Gold Bond stamps). 


= But now many merchants of 
the Ottawa area—test ground for 
stamps in Canada—are turning 
their backs on the scheme. A!- 
though many of them say they 
cannot afford to “get out” because 
of the competition they leave no 
doubt that’s just what they want 
to do. 

At a mass meeting of merchants 
and premium company representa- 
tives here a few days ago, repre- 


E. E. Bimm, president of the 


three years. 
“I had to discontinue the plan 


3. It reaches traffic and cus- | rather than increase my prices to 
meet the added costs brought about 


by the stamps,” he said. 


Giroux, president of Superior Pre- 
miums Co., said his company sold 
more than $2,000,000 worth of 
stamps last year and stated that 


|many business men had seen their 


gross increase by more than 50% 
since they adopted a stamp pro- 
gram. 

This was challenged by Jack 
Snow, a jeweler, who said, “I will 


| put up $10,000 and sign a contract 
® Cautioning retailers to use| 


enough radio or none, Mr. Sweeney | 


with your firm here and now if 
you place a $10,000 guarantee that 
you will increase my business not 
by 50% but by 10%.” Mr Snow 
had previously shaken the local 
stamp cart when he published page 
ads to advise the Ottawa public 
that he would redeem any com- 
pany’s stamps, up to the value of 
$12 (three books), in return for 


| . , 
| some of his own merchandise. 


® The Canadian Labor Congress 


|protest against stamps was regis- 


tered in a brief to the government. 

It states flatly that “2% to 3% 
is added to retail prices to finance 
trading stamp plans and the 
growth of such pians may be a 
factor in recent food price in- 
| creases. 

“There is nothing about trading 
|stamps to commend them to any 
|honest, conscientious and impar- 
| tial person. The system is merely 
}an attempt to levy tribute on the 
retail trade and force retailers to 
| pass the cost of it on to their cus- 
tomers,” the CLC statement said. e 


| Publishing Course Offered 

The Medill school of journalism 
will conduct a course in business 
magazine publishing for the ninth 
consecutive year, beginning Feb. 11 
at the Chicago campus. Sponsored 
by the Chicago Business Publica- 
tions Assn., the course will run 16 
evening sessions, through May 27. 
Designed to “acquaint younger 
people in the field of business mag- 
azine publishing with basic prin- 
ciples and practices,” instruction 
will be through a lecture series of 
guest lecturers under general di- 
rection of Russell T. Sanford, di- 
rector of market research and sales 


from 62nd place in the industry to| promotion of Modern Hospital 


a “It’s the simple physical fact’ around eighth place. 


| Publishing Co. 
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OFFICE HOLDER 


GOOD PROVIDER 


* TIME’s readership is the biggest con- 
centrated audience of best customers 
and influential people in the United 
States today. Nevertheless, Richard 
Taylor exaggerates... not all TIME 
readers are big game hunters. 
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